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HERE’S HOW BSN ADVERTISERS 
KEEP CLOSE TO THEIR CUSTOMERS! 


Famed for its expert, exhaustive dis- 
cussion of dealer problems, BUILDING 
SUPPLY NEWS has earned the implicit 
faith and following of its readers. Your 
advertising not only gets read in BSN, 
but your message is believed because 
it appears in the magazine for which 
lumber and building material dealers express the greatest 
respect. 


BUILDING SUPPLY NEWS advertisers get close to their 
dealer customers and prospects . . . because BSN is close 
to its readers. Since BSN is first with dealers it is also first 
with advertisers ... and by a big margin on both counts. 

If you are looking for the most dealer outlets . . . the 
greatest dealer buying power . . . the place to advertise 
is in BSN. 


BUILDING SUPPLY 


© Ind 


5 South Wabash Avenue . Chicago 3, Illinois iia 
Always the First Dealer Merchandising Publication 





A UNIQUE SALES ADVANTAGE ACCRUES 
TO THOSE WHO INCLUDE T.R. IN THEIR 
ADVERTISING PROGRAMS 
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At the vital moment when purchase is first contemplated, 
T.R. is habitually consulted by U.S. Industry for the Com- 
plete, advance picture of all available sources of supply. 


The fact that this important first contact produces con- 
crete results, can be substantiated by the continuous annual 


increase in the number and quality of T.R. advertisers... 


11,648 Advertisers in 1956 Edition. 


The dominant function of Thomas Register 
to its advertisers can best be defined by 


READERSHIP ZERO 
BUYERSHIP ‘}OO% 


THOMAS PUBLISHING COMPANY - 461 EIGHTH AVENUE - NEW YORK 1, NEW YORK 
May 195¢€ jr 





These are the 
Recognized symbols 
of highest 


Editorial 
Quality 


in the 
PIT AND QUARRY 


Industries 


ADOLPH F. LEITNE 


Our Editor was there... 


with camera and notebook to give PIT AND QUARRY 
readers on-the-spot, authentic news reporting, practi- 
cal on-the-job features written by PIT AND QUARRY’s 
own editors who constantly travel the length and 
breath of America to better serve their readers. 


A Pit and Quarry Exclusive... 


which means this editorial feature was written by an 
outstanding industry authority exclusively for PIT AND 
QUARRY. Edited for quick reading of important facts 
— clear and concise — the editors build the kind of 
editorial power that generates sales power for your 
product story. 


This is the kind of Editorial content that brings greater 
reader interest for your advertising sales message 





THE JULY ISSUE 
28th Annual 
CEMENT PLANTS NUMBER 


will contain first-hand, on-the-spot report- 
ing by our editors of important develop- 
ments in the cement industry. Months of 
planning will culminate in a series of arti- 
cles full of interesting, up-to-date informa- 


tion for the cement industry. 


CEMENT INDUSTRY FACES BIGGEST 


er CLOSING Sat 


DATE 


June 15 


Special Cement Section of the July issue 
is self-covered for quick and easy iden- 
tification. 


Additional copies of the Special Sec- 
tion are bound separately and mailed 
to cement plant executives all over the 
world, giving you an extra bonus. 


Your ad in the Cement Plants Section 
will enjoy extra high readership, extra 


long sales life at small extra cost. 


And, you get coverage of the TOP buy- 
ing power in the industry. 


EXPANSION PROGRAM NOW... 


EQUIPMENT OF ALL KINDS NEEDED TO KEEP UP WITH DEMANDS 


1956 will be the 10th consecutive year setting records in pro- 
duction, shipments and value . . . to meet the enormous demands 
for cement by America’s huge construction program. Yes, cement 
plants need new equipment now .. . YOUR EQUIPMENT . . . and 


Cement Plants Map ] 


Published exclusively by Pit and 
Quorry. Wall size, 36'‘x 40 
Shows locations of all present 
plants and those now under con 
struction in United States, Can- 
ada, and Mexico. $1.00 each, 
less in quantities 


Pit fk 
Comers lhe Pittsburg} 
‘Nemical Co. 
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recent 
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the sure way to get your sales story to buyers is through an 
advertisement in the July Annual Cement Plants Number. The 
time to sell equipment to Cement Plants is now. Send space 
reservation today ...closing date June 15. 


P i T A K D Q U A ie RY 431 S. Dearborn St., Chicago 5, Ill. 
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shop talk 


= We're almost breathing a sigh of 
relief, accompanied by a warm feel- 
ing of a job well done. The cause: 
this month’s cover story, IM’s profile 
of today’s industrial advertising 
manager. We say almost because, in 
the course of preparing this month’s 
article, we found so much good ma- 
terial had to be omitted that we've 
decided to continue the project 
with another special article in next 
month’s issue. 

The “profile” is by far one of the 
biggest editorial jobs we've ever un- 
dertaken. It certainly wasn’t “just 
another survey.” We hope that 
you'll agree with us that the end re- 
sult was worth all of the effort. 

It all got started early this year 
when we sent a comprehensive 
questionnaire to a carefully selected 
list of approximately 1,200 U.S. in- 
dustrial advertising managers, rep- 
resenting a good cross-section of the 
field. The questionnaire had 32 re- 
lated questions ranging from “How 
much money do you make?” to 
“How often do you have lunch with 
top management?” 

The returns came back fast. In 
the end, we had 418 usable replies 
from all parts of the country a 
35% return, which, in our experi- 
ence at least, is an excellent return 
when the comprehensive nature of 
the survey is considered. What was 
even more amazing, however, was 
that nearly every respondent an- 
swered nearly every question. 

In each case, the replies were 
“blind,” since we asked for no 
names, company affiliations, prod- 
uct lines, etc. The only identifica- 
tion we had was the postmark on 
the reply envelope, which was 
coded on the reply form to help 
provide any answers requiring a 
geographical breakdown. 

As we analyzed the returns, it 
soon became apparent that simple 
tabulations were out of the question 


there were just too many closely 
inter-related facts. At this point, we 
called in Workman Service of Chi- 
cago and asked them to tabulate 
each return on IBM electronic tab- 
ulators. 

In short order we found our- 
selves faced by a stack of huge 
white forms, each containing hun- 
dreds of cross-referenced statistics 

- the product of the IBM tabulat- 
ing. Then came a time-consuming 
job of carefully going through all of 
these figures to determine the an- 
swers they revealed. We soon found 
that, while the IBM machines can 
certainly simplify such a job, there 
was still a lot of human brainpower: 
required to evaluate the findings. 

While the entire staff pitched in 
on the project, managing editor 
Merle Kingman began organizing 
the facts and figures. Before he 
could write a single word of copy 
for the article, he accumulated a 
deskful of notes. Although lots of 
extra time had been allowed for the 
project, it was well afier our normal 
editorial deadline before the article 
could be written. 

Thus, even our printer, Wayside 
Press of Mendota, IIl., was called 
upon for special help in getting the 
profile into this issue. Like we said, 
we're breathing a sigh of relief. 

That is, we said almost. Next 
month IM will have more interest 
ing information on this subject. In- 
cluded will be a series of check- 
charts on which an industrial ad- 
vertising manager can find how his 
salary compares with that of others 
in over a dozen different ways. We 
believe that it will provide the most 
accurate guide to industrial adver- 
tising manager salary averages eve1 
published 


Complete table of contents ...pages4&5 
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All about today’s industrial ad manager .............. 


The modern industrial advertising manager is a complex fellow. Just 
how complex is revealed in this exclusive IM study which shows, 
among other things, how much he makes, how much bonus he gets, 
how old he is, how happy he is with his job and with his bosses. The 


first of two articles. By Merle Kingman 


1,200 industrial admen to attend NIAA conference ....... 


The NIAA's four-day 34th annual conference will be held at the Palmer 


ise in Chicago, May 20-23. Here’s the complete program. 


ABP award ads feature originality, honesty ............ 


the first-place winners in six divisions of the annual indus- 
rontest of Associated Business Publications. And the 
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reign markets for U. S. industrial goods are growing fast. Here's 
xeneral Electric, an old hand at foreign trade, promotes and sells 


t market. By Milton Mosk 


How do color and size affect ad readership? . 


Want to develop a formula for efficient industrial ads? 
agency research man’s story of how 


ries. By Wesley Rosberg 


Sales secret for industrial distributors .............+.66. 


special products made from standard items builds 


ber goods distributor. 
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New plant expansion is fine, but it worries some ........ 95 


The booming expansion of the nation’s industrial system is hailed as 
a good thing by nearly everyone. But the money managers of the Fed 
eral Reserve System are worried. Washington Report, a regular fea 


ture, tells why. 


11 ways you can save time and accomplish more ....... 


If you find yourself swamped with work all day every day, maybe 


you need better organization. Start with a clean-up and go on fr 


there. Problems in Industrial Marketing, a regular feature. 


How nerve and an idea made a sale ..............206: 


ion : 


company president tells how he performed a breath-taking 


t 
t 
but true. By Harry R. Ashley 


feat. It's unbelievable 


lat 


does management get its top marketing men? ... 


IM asks top management of 13 industrial companies where they 
their executives in sales and advertising. The consensus shows 
easier to reach the top from within the sales department thar 


inside advertising. Top Management Forum, a regular 


rae 


Group advertising works ............5+.26:. 


For 30 years, a group of. machine tool companies 
5 


has been running a joint advertising campaign. 


worked out. 


How to keep customers happy .. . 


‘Customer relations” is a nearly forgott 


this customer relations manager. He tells | 


creed" that gets everyone into the 
relations. By A. L. Carvill 


How to write effective company histories ... . 


The company history doesn't have to be dull—if y 
write it. And it can be a valuable sales and pr 


yeneral sales manager. By J. Howard Donahue 
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In this all-picture story, the numbered, orderly Although a map, cross-sections, and coregraphs 
sequence of pictures guides the reader across are all on the same spread, logical arrange- 
the spread and gets the idea off the page and ment gets the story off the page. The lead is a 
into the reader’s mind with maximum impact. challenging question which the author answers. 





Here s an accurate method for making 


Gas-Pipeline-Network Flow Calculations 


How To Make Art, 


Headlines, Pictures. 
And Text Work ‘Together 
For Better Readership 











Important points are boxed 
as a supplement to the deck, 
which serves as a form of 
editors’ recommendation. 


We call it story organization at The Journal. It’s the 


skill of our presentation editors to make the various 
This is the third in a series of ' ‘ 
“workshop” advertisements on elements of an article work together so that all three 


the technology of building better , as es 
business magazine readership. levels of readership are served — the “scanners,” the 
“skip-readers,” and the “thorough” readers. Thus by 


‘ 


‘sampling,” the reader can participate in a story to 
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Pipeline R.O.W. Upkeep 











,_ 224 glance behind and a look ahead... 








Massing before-and-after pictures makes them 
work harder, and gets the story off to a run- 
ning start. Such pictures have impact, and 
assure readers the article merits consideration. 


This spread illustrates the third level of edi- 
torial presentation...skillfully written abstracts 
of a 48-page special industry-wide review and 
outlook section compiled by Journal editors. 





These Six Hydraulic Pumping Systems Will Meet Almost 


a 








Meter-Readers on Rounds 





With More Cokers Coming 


Refiners Will Have Coke to Burn 











Here the title of the article reads directly out 
of the illustrations of the equipment. This is an 
effective interplay, because the elements work 
together for greater impact of the layout. 


Use of headlines as cutlines 
make both pictures and the 
title more effective. Unneces- 
sary captions overload layout. 


exactly the degree that it meets his requirements. 


This is the neat dimension of modern journalism, and 


at The Journal this multi-level presentation receives 


as much editorial attention as the text of the story 


itself. Editing like this is new, progressive, and you'll 


find it only in leading publications. 


Editorial art conveys basic 
trends for the ‘‘scanner;” at 
the second level, it invites the 
thorough reader into the story. 


tKOUL AND GAS 


JOURNAL 


Clear Fork Bustin’ Out 
All Over Spraberry Trend 


Ten-Million-Dollar Braziliar 
Oil Search Scheduled 


Octane - Boiling Point Correlation 


Don't Sell Sampling Short 


SINCE 1902 


GAS JOURNAL 


TULSA, OKLAHOMA 





BAILEY BRIDGING 


.»-how EL&P covers the subject of power plants and 
generation. In 1955, 17% of EL&P’s editorial article space was 
devoted to this subject. Heavy editorial emphasis is given to this 
phase of the industry’s operations. It is estimated that more than 
$10 billion will be spent for new and improved generation facili- 


ties in the next ten years. 


.-at the articles on distribution. This is a broad subject Experience Factors 


and EL&P covers it thoroughly. In 1955, 20% of EL&P’s editorial a apes ae 
13-KV PRI F 


space was devoted to this subject. Articles covered subjects of high 
interest to the industry’s key men. Many of them were prepared 
by leading authorities in the industry. Watch the articles that are 


now appearing. 


..at the articles on transmission. This is another subject 
that gets heavy editorial emphasis in EL&P. Readers get informa- 
tion and ideas founded on practical experience which they can 
apply to their own current problems. With the increase in trans- TEST OF TIME SHOWS 
mission voltages, this has become one of the industry’s top subjects. 


..- how EL&P’s Industry Report Issue covers the events 
and developments that affect the industry as a whole. Research, 
production, new products, marketing, purchasing, manufacturing 
developments, and many other subjects are covered in crisp edi- 
torial style. And with advertising space restricted in the Report 
Issue, readership is phenomenally high. 


EXCLUSIVE EDITORIAL RESEARCH 
Electric Light and Power is the only magazine serving the electric 
power industry that employs EASTMAN EDITORIAL RE- 
SEARCH SERVICE. This service gives EL&P an insight on its 
readers’ interests that no other magazine serving this field can 
match. It is one of the reasons why EL&P editorial material con- 
sistently holds high reader interest. 





How Electric 
azht and Power 


creates reader interest 


The answer is in the book — in every issue of EL&P. You can see it 
for yourself. Reader interest is high because editorial material covers 
the subjects that interest the industry’s key men. Articles cover a 
wide range of subjects, just as the readers cover a wide range of 
activities. Every subject of importance to the industry is covered in 
EL&P — thoroughly, completely and authoritatively. Industry 
leaders are regular contributors to the magazine’s editorial pages. 


High reader interest is what makes Electric Light and Power such 
a powerful selling force in the electric power industry. 


Before you spend your advertising dollars to reach this multi- 
billion dollar market, take a good look at EL&P’s editorial content. 
Put yourself in the place of an industry key man looking for informa- 
tion — for help — for ideas. You'll find them in EL&P. That’s why 
key men are regular readers. That’s why Electric Light and Power 
gets sales action. 

And it gets sales action from the right people. The circulation 
sample at the right will show you who these people are. They are 
your prospects and buyers. Haywood Publishing Co., 22 East Huron 
St., Chicago 11, Illinois. 


The Only Magazine Serving The Electric Power Industry EXCLUSIVELY! 


fy 4 

-. lagen 
me i 
SALES OFFICES: 
CHICAGO 11, ILL. 22 East Huron St. WHitehall 4-0868 
Walter J. Stevens G. E. Williams Rudy Bauser 
New YORK 22, NEW YORK 130 East 56th St. PLaza 1-1863 
W.A.Clabault Clark Daly 
CLEVELAND 15, OHIO 1836 Euclid Ave. PRospect 1-0505 
Orrin A. Eames 


WEsT Coast McDonald-Thompson 
San Francisco Los Angeles Seattle Dallas 


EL&P gets reader 


interest with 
the right people 


Electric Light and Power 
Reaches These Key Men in The 


Transmission & Distribution Supt. 
Rate Engineer 


District Operation Superintendent 
Chemical Engineer 
Purchasing & Store Manager 


Underground Superintendent 
Protection Engineer 
Superintendent Line Construction 
Communications Supervisor 
Resident Sales Superintendent 
Power Sales Engineer 

District Manager — Chula Vista 
Purchasing Agent 

District Manager — LaMesa 
Distzict Manager — LaJolla 
District Manager. — National City 
Station Chief 

General Superintendent 
Superintendent 

Engineer 

Librarian 

Transmission Superintendent 
Vice President, Operations 
Station Chief 

President 

Safety Director 

Personnel Director 

Assistant Superintendent 
General Storekeeper 

Vice President & T 

Construction Superintendent 
District Operation Superintendent 
District Operation Superintendent 
Meter Engineer 

Office Manager 

District Engineer 

Field Engineering Superintendent 
Assistant Station Chief 








company including individuals’ 
names, or a similar list for any elec- 
tric utility you care to name, EL&P 
reaches the key men in every lead- 
ing electric utility in the country. 





If you sell to Manufacturers 


of Electrically Operated Products ... . 


The increasing ‘engineering 
content’ of new products 
like this . . . 


BURROUGHS — BELL & HOWELL MICRO 
TWIN desk size microfilm recorder and reader 
is compact and low cost... making it prac- 
tical for general office use. Precise synchroni- 
zation, complex control system, compactness 
and appearance design are a few of the prob- 
lems solved by the engineers at Bell & Howell 
and the industrial designing firm of Peter 
Muller-Munk Associates. Some of the problem- 
solving components and materials of this 
machine include: 

ALUMINUM . . . AUTOTRANSFORMERS . . . CAPACITORS .. . 
COUNTERS ... FANS .. . FASTENERS . . . GEARS, PULLEYS & 
SPROCKETS . . . GEAR-TYPE TRANSMISSIONS . .. LAMPS .. . 
MELOMINE PLASTICS . . . MOTORS (SPLIT-PHASE) . . . NYLON 
ROLLERS . . . PLYWOOD-LAMINATES . . . RELAYS . . . RESISTORS 
SOLENOID-OPERATED CLUTCHES . . . SPRINGS . . . STAINLESS 


STEEL . . . SWITCHES (LIMIT & TOGGLE) . . . TERMINAL STRIPS 
WIRE & CORD (INSULATED)... ETC. 


Requires specialized 


“depth editorial treatment” 
like this . . . 


ELECTRICAL MANUFACTURING issues a 
quarterly Editorial Evaluation Report. This 
provides a continuing analysis of editorial con- 
tent for advertisers and their agencies. It re- 
lates every feature article to the specific inter- 
ests of design engineers according to the U. S. 
Standard Industrial Classifications (S.I.C.). 
In addition, this report summarizes each arti- 
cle so that it may be judged for its coverage-in- 
depth of its subject and its practical approach 
to today’s problems of design engineering. The 
report also points up the broad yet specialized 
market coverage of ELECTRICAL MANU- 
FACTURING — focused on the design engi- 
neering function in the field of electrically 
operated products. If you haven't received our 
latest report... write us and we'll add your 


name to the mailing list. 





..then PROBLEM ENGINEERING 


is your key to sales and our way of 


attracting your best buying audience 


Stop a moment and think of the engineers 
responsible for integrating components and 
materials into a product's specifications. With 
a picture of these people clearly in your mind, 
try to evaluate your present selling approach 
and the publications in which you are adver- 
tising. Are you telling the right story to the 
right people? 


There’s no questioning the fact that technical 
products are bought because they solve techni- 
cal problems. Doesn’t it follow that the more 
familiar engineers are with the problem-solving 
values of your product, the better its chance 
of being specified? And this same ability of 
helping to solve design engineering problems is 
what makes ELECTRICAL MANUFACTURING SO 
valuable to its readers. 


The extent to which EM’s editors go in making 


... the magazine of 


the book the most useful technical reading 
matter available to the specialized interests of 
its audience, would astound most ad managers 
and agency men. The average article takes 
from 6-8 months to develop...some take 
years! But the constant flow of reprint requests 
proves that this effort is exactly what readers 
want. And is exactly what a publication must 
have to build solid readership among top 
engineers and designers. 

The scope of the circulation of ELECTRICAL 
MANUFACTURING matches the intensity of edi- 
torial effort. Every month. . 
every plant manufacturing electrically oper- 
ated products... personally addressed to the 
men responsible for the function of design 
engineering. If this is your market... then 
ELECTRICAL MANUFACTURING is your vital 
advertising medium. 


. copies go to 


Electrical 
Vlanufacturing 


design engineering 
for the field of 


electrically operated products 








The Gage Publishing Company * 1250 Sixth Avenue, New York 20, N. Y. 











rom 42 states... 0,000 


‘| 


rom 4,00 suppliers, large and small - 


B-52 in flight, making refueling contact with America’s first jet tanker, the Boeing KC-135. 


less as volume goes up. Ah, but Boeing gets the 


Boeing couldn’t build a B-52 without you. With 
150,000 different parts to inventory 


wiring. cable, instruments to complete sub- 


. rivets, 
assemblies . .. a B-52 is a national effort calling 
on 3500 small suppliers and 1000 larger firms, 
scattered over 42 states of the union. 

{ mountain of money is involved. Do you 
know what one B-52 in quantity production 


costs? About $6 billion today . .. substantially 


lion’s share. Wrong! Only 24 percent of the pur- 
chase price ends up in Seattle. The Air Force 
contracts 28 percent with other prime producers, 
and the remainder . . . a whopping 48 percent 
goes to outside suppliers. Like you, for instance. 

This is the aviation industry at work. This is 
the heart and pulse and the pages of American 
Aviation, its magazine. This is the “net” of its 





different parts stream into Seattle 
(0 build just one B-52! 


concentrated coverage, coverage where it counts World’s largest aviation publishers . . . 
... among airframe builders, engine manufac- * ® * 
turers, military, prime contractors, people who ( 
buy parts to make other parts... right on through Wel Wall t Vid LOI] 
to the airlines and terminal operators. 

American Aviation goes where the big avia- 17 E. 48th St., New York, N. Y. 
tion money is being invested. That means your 1001 Vermont Ave., N.W., Washington 5, D. C. 


money goes to the point of maximum advertising 139 North Clark St., Chicago 2, Ill. 
return. Write or phone for the realistic facts. 8943 Wilshire Blvd., Beverley Hills, Calif. 
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Machinery 
reaches 
buyers 

your 


salesmen 
cant 


Large turbine-generator parts, 
like the stator frame in the 
illustration, will be machined 
on the world’s largest milling 
machine. Built by The Ingersoll 
Milling Machine Company, 

it will be used at the General 
Electric Company plant in 
Schenectady, N. Y. 


M ACHINERY’s continuing census of the 
metalworking industry reveals that over 88% of the 
buying power is confined to 15 states . . . and that 84% of 
the equipment, tools, materials and accessories are 


purchased by only 6.5% of all metalworking plants. 


There’s the heart of the industry, the bulk of the 
buying power. And there’s where MACHINERY 


concentrates its circulation. 


Represented in this buying power are all levels of 
engineering executives and management. Their titles 
vary considerably—and for this reason many of 


them never get to see your salesmen. 


But they do se MACHINERY -—and we can prove it: 


The same continuing census which locates the volume 
buying plants also locates the individual buying 
influences within those plants . . . identifies them by 
title, by function and by name. Most of these men 
have long been subscribers to MACHINERY. But 
whenever one is found who is not a subscriber—but 
does have proved buying authority MACHINERY sees 
to it he gets his personal copy every month. 


Thus MACHINERY ’s circulation makes sure your 
advertising (1) penetrates the volume buying plants, 
and (2) reaches the buying authorities in those plants— 


including men your salesmen can’t see! 


Published by The Industrial Press 
93 Worth Street, New York 13, N. Y. 





You know, as I read what the boys who write for the 
advertising publications say about the future of 
the advertising agency, and as I listen to the 
speeches about what we must do to get and keep our 
business, I wonder what client management is going 
to do to earn its salary. 


According to the crystal globe readers, George, the 
agency will just about have to take over the entire 
marketing, sales and personnel relations to make 
themselves and their clients successful. According 
to some, we'll even have to become experts on labor 
relations. What is going to happen to the sales 
managers and assistant sales managers? I can see 
them, poor fellows, on the streets with tin cups 
and pencils. 


The position of an advertising agency is and should 
be one of assistance. Ours should be the job of 
bringing a constructive outside viewpoint, bringing 
guidance on marketing, advertising and sales 
problems, doing the things that can't be done ina 
clients own office and releasing client personnel 
with experience for more important work. 


The basic purpose of advertising agency service is 
not lost sight of at Russell T. Gray, Inc. We 
regard our job as the business of stimulating sales. 
We make ourselves a close part of our clients’ 
advertising and sales departments and bring our 
clients full facilities for market and product 
research, copy preparation, art and layout and the 
production of magazine advertising, direct mail, 
catalogs, sales promotion material, along with 
experienced help on product design and distribution. 
While our experience is available for any problem 
facing the client, we do not dilute our efforts for 
improving sales by selling ourselves into projects 
that are not a part of agency work. 

We believe we can do a better job as experts on 


sales stimulation and we figure that managements 
ought to be able to run the rest of their own 


gw 
pully A”. 
Souk 


Think it over, George. 


Properly planned and executed Industrial Advertising, 
backed by all of the facilities for Market Research, 
Public Relations, Sales Promotion and Copy Preparation 
to make your printed selling produce, is the business of 
RUSSELL T. GRAY, INC., 155 N. Wacker Drive, 
Chicago 6, Illinois. Phone: CEntral 6-7750. 
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Geo. O. Hays, President, Penton Publishing Company 


‘‘What is Leadership in this field of 
business paper publishing ?”’ 


“Today, advertisers to Metalworking use these yardsticks to give us their answers’ > > > 








NO. ADVERTISING PAGES (IN THOUSANDS)* 





GROWTH IN 
ADVERTISING PAGES 
CARRIED... 
This Follows Leadership! 





*SOURCE 
“Advertising Volume in 
Business Papers” from 
April, 1956 issue of 
“Industrial Marketing” 
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STEEL supplements its 
paid distribution with 
selected, controlled free 
distribution to give ad 
vertisers better coverage 
of Metalworking. 








STEEL initiates a pro 
gram of marketing help 
for advertisers. 





Penton launches its Con- 
tinuing Census of Metal- 
working, first of its kind, 
as STEEL steps up Se- 
lective Distribution to all 
worthwhile plants. 











STEEL classifies its en- 
tire Circulation and Mar- 
ket data according to the 
new S.I.C. system, even 
before official U.S. S.1.C. 
code book was issued. 














EIGHT STEPS TO LEADERSHIP:They've put STEEL 


You are looking at a picture of the dynamic 
growth of STEEL Magazine . . . growth which 
in the first quarter of 1956 puts STEEL ahead 
of all Metalworking publications in total num- 
ber of advertising pages! 

It’s been an exciting span of years. Each gain 
was the result of bold, pioneering moves. . . 
innovations in business paper publishing that 
were years ahead of the field. 

In STEEL’s steady climb, no area that could 
benefit readers and advertisers was left unex- 


plored. The fast pace set by the Metalworking 
industry itself demanded daring new concepts 
in circulation . . . forward-thinking innovations 
in reader service . . . a fresh, new approach to 
editorial reporting. 

When metalworking advertisers were search- 
ing for more precise yardsticks to evaluate 
advertising readership, STEEL was first to pro- 
vide them. 

When companies selling to Metalworking 
needed closer cooperation in developing data 








NO. ADVERTISING PAGES (IN HUNDREDS)* 





FIRST QUARTER —1956: 
STEELCARRIED MORE 
ADVERTISING PAGES 
THAN ANY OTHER 
METALWORKING PUBLICATION 




















STEEL 
ADVERTISING PAGES CARRIED BY THE FOUR MAJOR 
METALWORKING PUBLICATIONS 


lor 
*SOURCE | , 
“Advertising Volume in 


Businets Papers” from 
April, | 1956 issue of 
“Industrial Marketing’ 


ple MAR. 1956 


3} FEBRUARY 3, 1956: 


STEEL devises compre 


FOR A PICTURE OF WHAT'S. HAPPENING 
THROUGH MARCH, 1956, SEE CHART AT RIGHT — 
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GS JUNE 8, 1950: 


PS JANUARY 1, 1951: “ED JANUARY 2, 1953: 


STEEL surprises business 
paper world by resigning 
from ABC. The issue: 
ABC’s refusal to audit 
the unpaid portion of 
STEEL’s distribution. 


STEEL drops front cover 
advertising in favor of 
new reader-service covers. 
STEEL also employs 
Starch to help advertis 
ers evaluate readership. 


STEEL develops its ‘Pro 
gram for Management” — 
a new concept of report 
ing metalworking trends 
to aid management men 
in long-term planning. 


hensive yardsticks to help 
advertisers evaluate edi 
torial quality of all busi 
ness papers 






































first among all metalworking publications 


on markets and territory potentials, STEEL 
was first to offer a complete program of assist- 
ance in market research. 

When new thinking had to be applied to & 
business paper format, STEEL willingly under- % : 
took the job. 

Actually, the picture you see here and on 

the following pages reflects more than growth. 
It is your vote of confidence invested with a 
pioneer who realizes its continuing obligation 
is to give readers and advertisers all possible 
help in achieving their objectives. 


a 


Leadership Builds Readership 











BOLD, NEW CONCEPTS 
IN CIRCULATION TECHNIQUES 
. . « This is Leadership ! 
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NUMBER OF EMPLOYEES TOTAL CONTROLLED 


METALWORKING INDUSTRY* 











CIRCULATION OF 
STEEL 
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EMPLOYMENT IN MILLIONS* 


CIRCULATION IN THOUSANDS 
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16 YEARS OF MEASURING METALWORKING: 


It gives precise direction to STEEL’s circulation policies 


1939 saw Metalworking start to 
bulge at the seams. Who would 
take the lead in an accurate con- 
tinuing census of all its growth 
changes . . . its new plants, work- 
ers, operations and products? 

We recognized the need. 
That’s why we started Penton’s 
Continuing Census of Metal- 
working, the first of its kind... 
with increased emphasis on Selec- 
tive Circulation. 

Immediately we could pinpoint 
to a greater degree of effectiveness 
STEEL’s distribution . . . match 





it plant by plant, function by penny in getting more copies into 
function . . . cover the never-end- the hands of those for whom 
ing changes throughout Metal- STEEL is edited. 
working. 

Just as important, we were able 
to give our advertisers a marketing 2 


blueprint to help them recheck 


sales territories and potentials; 
search out the best sales possibili- 
ties by products, plants and opera- —_ 
tions. 
Sure, it was a big investment ~ 
... more than a million dollars 


to date. But it was worth every p Builds Readership 




















EXPLORING NEW AREAS 
IN EDITORIAL REPORTING 
- «+ This is Leadership ! 








STEEL's “thinkpiece” on “Ex- 
pansioneering—How to Plan 
Your Growth” launches a new 
series of timely, provocative 
_ editorial articles in the 
‘mew 1956 Program for | 
_ Management. 


STEEL’s searching analysis 


of the Guaranteed Annual 


Wage in the March 7, 1955 
issue helped formulate opin- 


= ions well in advance of man- 


agement-labor discussions on 


the same subject later in. 


the year. 
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PRECISE GEARING OF CONTENT 10 INTEREST: 


It sets the pace in establishing ever higher readership levels 


Every day you see an increase in 
the tempo of Metalworking. . . 
and a change in the type of in- 
formation Metalworking execu- 
tives want. 

STEEL foresaw the trend a 
long time ago. Needed: more 
concise, higher-speed editorial re- 
porting of information keyed to 
the interests of men who make 
decisions. 

STEEL geared itself to lead the 
way. 33 full-time editors with a 
total of over 479 years’ experience 


in Metalworking, devised new edi- 
torial techniques to fill the gap. 

One result is STEEL’s Program 
for Management. Here is a new 
type of business trend reporting 
that influenced the thinking and 
events in business, labor and 
financial circles throughout the 
world. 

Team your advertising with 
editorial performance like this 
(winner of 21 national awards for 
editorial excellence), and you're 


on your way to maximum adver- 
tising effectiveness! 


Leadership Builds Readership 








CONSTANT PIONEERING IN Jer 
NEW ADVERTISER SERVICES | 
. . « This is Leadership ! 
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BACKLOG OF 54 STARCH ISSUES: advertisers 


get a panoramic 5-year view to create more effective advertising 





At least four years ahead of any 
Metalworking weekly, STEEL 
threw its resources into a program 
to help advertisers evaluate reader- 
ship of advertisements. 

Working with the 
Starch Organization, pioneer in 
the field, STEEL offers today a 
backlog of 54 “Starched” issues 


Daniel 


for study. Their value: advertisers 


are using them to take a long- 

range look at successful advertis- 

ing techniques. 
And _ Readership 


joins other services such as direct 


evaluation 


mail, cover folders, and reprints 
offered by STEEL to help adver- 
tisers build greater impact into 


advertising programs, 


Leadership Builds Readership 











DRAMATIC, NEWS-TYPE FRONT COVERS: For more 


than five years, they've been the green light to greater reader traffic 


How can a magazine best serve 
its advertisers? STEEL believes 
all advertiser service starts with 
reader service. 

‘The key is to win more readers 

. invite them to invest more 
time in each issue . . . justify the 
hours they spend with the book. 

Over five years ago, STEEL 
dropped front-cover advertising. 


This decision to forego the in- 
come from front cover advertise- 
ments is just one of the many 
moves initiated by STEEL to 
improve reader service. 

Isn’t this the type of look-ahead 
thinking you want to find in the 
magazine you select to carry your 


sales communications? 


Leadership Builds Readership 








a A FULL REALIZATION OF 
i ag OBLIGATION TO 
. RS AND ADVERTISERS 
- « « This, too, is Leadership ! 











Standing still is deadly in the publishing business. 
Especially for a leader. 


We ask you to consider the record of publishing improvements 
outlined on these pages not individually but rather as a 
concept .-- 4 philosophy of doing business. 


It's a philosophy of the open mind _,, sensitive to the 
opportunities for continuing improvements _., receptive to new 
ideas and imagination in applying them. 


Our continuing obligation is two-way: 


As a leader we must anticipate the changing needs of our 
readers, and justify every minute they spend with us. 


This calls for constant exploration in better, more 
efficient ways to communicate ideas. 


Then, too, We must continue to pioneer in improving the 
climate for advertising and sales promotion. 


The job isn't a single effort. Only through the vision and 
progressive efforts of all publishers will the business press 
attain full credit for an important job well done. 


The innovations pioneered by STEEL in the past serve as 
forerunners of even better things to come. 


Our continuing obligation to both readers and advertisers 
is progress. 


PENTON PUBLISHING COMPAN Leadership Builds Readership 
BUILDING 
13, OHIO 





Specialized advertisers need 
product application data in the 


PIPE LINE MARKET... 


Pinpoint your market in a 
SPECIALIZED OIL PUBLICATION 


Plan your advertising approach the same way your 
salesmen sell—use a specialized, hard-hitting sales 
appeal in a specialized business publication. Pinpoint 
your customers in the 8 billion dollar pipe line in- 
dustry, and tell your story economically to the 4,500 
specialized pipe line men who regularly pay to read 
PIPE LINE INDUSTRY. 


\ 


Here’s how 

















comes 
: the world’s finest 


ay PIPELINE EQUIPMENT 


q Company. Inc. 











CROSE advertises to the - 
PIPE LINE MARKET : 


M. J. Crose Mfg. Company, Inc., one of the leading 
designers and manufacturers of pipe line construction 
equipment, has a specialized product story to tell. They 
know that this story can be most effectively and econom- 
ically told by directing it to an audience whose active 
specialized interest is in the pipe line industry. 

That’s why M. J. Crose advertises regularly to the 
4,500 active buying power readers of the specialized PIPE 
LINE INDUSTRY. 

Put your own advertising in PIPE LINE INDUSTRY and 
reach this known buying power when these men are pipe 
line minded. 


GULF PUBLISHING com PANY 


Specialized Petroleum Publications 


@ Houston (19), 3301 Buffalo Drive, JAckson 9-4301 

@ New York (17), 250 Park Avenue, YUkon 6-6558 

@ Chicago (4), 332 S. Michigan Avenue, WAbash 2-9330 

@ Cleveland (15), 1010 Euclid Avenue, MAin 1-3295 

@ Tulsa (3), Hunt Building, Diamond 3-1844 

@ Dallas (1), 518 Santa Fe Building, PRospect 7344 

@ Los Angeles, W. W. Wilson Building, Huntington Park, LUdlow 7-1219 


If you sell to more than one division of the petroleum industry, 
a specialized approach is advisable in each division. Ask your 
nearest representative for complete details on Gulf's specialized 
advertising plan. 
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DON’T READ THIS ADVERTISEMENT! 


Salesmen sometimes imagine that PAs buy 
blind when an order they think should be 
theirs goes to a competitor. 


Yet the reason is quite simple. These sales- 
men have failed to sell the Purchasing Agent 
on their company as a source of supply. The 
PA has made a logical choice on the basis of 
the information he had. 

Moral: You’ve got to sell the PA. You've 


If you sell an industrial product . 


got to sell the PA on your product — and on 
your company as a source of supply for that 
product. 

Advertising can help you do this. The best 
medium to use is PURCHASING Magazine. For 
PURCHASING gives you the largest available 
coverage of industrial purchasing agents. It’s 
the one business publication purchasing men 
read regularly. 


. put PURCHASING power behind it! 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N. Y. 


A basic magazine on any industrial advertising schedule! 


A CONOVER-MAST PUBLICATION 


18 / industrial Marketing 


Ga Ogd 


Vice tate ee 











Measure it any way 


you want to... 


Textile Industries gives you more mill readership 


with a New Equipment Parade & Buyer’s Guide 


As a usable tool for mill men—and as a sales-producing 
medium for advertisers—TEXTILE INDUSTRIES’ New Equip- 
ment Parade & Buyer’s Guide in mid-November will swing 
more weight than a whole stack of other reference works. 


It will be planned and edited for quick reference by 
spinning, weaving, knitting, dyeing, bleaching and finishing 
and synthetic mills. It will be edited to develop inquiries for 
equipment, machinery and supplies from important textile 
buyers. 


TEXTILE INDUSTRIES is read by the buyers in mills with 
99.9% of all spindles in the U.S.A., 99.7% of all looms, 
97.5% of all knitting machines, 91.4% of all dyeing, bleach- 
ing, finishing, and 100% of all synthetic fiber production. 


This more productive readership is the result of TEXTILE 
INDUSTRIES’ sensible coverage plan—paid circulation plus 
Directed Distribution. T.1. is your basic medium for reach- 
ing all textiles. Put the important “13th Issue” on your basic 
TEXTILE INDUSTRIES schedule now. 


Textile Industries 


806 Peachtree St., N.E., Atlanta 8, Georgia 
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ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 








the 
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Which man is the “key buyer 



































Many a “seller” has been outfoxed trying to nail down 
one single dominant influence who specifies and buys 
for electrical construction and maintenance. You can’t 
do it! There isn’t just one . . . because electrical equip- 
ment is team-bought. You've got to isolate and sell all 
three men. Buyers such as... 


Consulting Engineer Walter G. Bayha, who designs 
electrical systems... 


Electrical Contractor George W. Reinke, who installs 
electrical sytems . 


Plant Electrical Engineer Elmer Helmsdorff, who oper- 
ates and maintains electrical systems . 








Each of these key electrical buyers subscribes to the 
identical business paper, Electrical Construction & Main- 
tenance. You could go through the cards of thousands 
of buyers and find them teaming up in this same three- 
way combination. 


They’re the personalized identification of the 32,000 
men who read this one magazine. They’re the living, 
breathing, buying image of the team you have to sell . . . 
consulting electrical engineer, electrical contractor and 
plant electrical engineer. E C & M wraps all three up in 
the only magazine that integrates all their professional 
and purchasing interests . . . and when it does, it puts a 
$3-billion-a-year electrical products market right on 
your doorstep! 





Plant Electrical Engineer Elmer Helmsdorff, 


Chief Electrician at New Haven’s C. Cowles 
& Company says, “Electrical Construction and 
Maintenance is very important to me. It keeps 
me up to date on the market and the field. It’s 
loaded with labor saving, cost saving ideas.” 


330 West 42nd St., New York 36, N. Y. A McGraw-Hill Publication * @ 





Consulting Electrical Engineer Walter G. Electrical Contractor George W. Reinke, owner 


Bayha, Partner in San Francisco's Bayha, Weir 
and Finato says, “El. C. & M. is my best 
source for up-to-date information on out- 
standing electrical jobs throughout the coun- 
try. An inspection trip via your magazine tells 
me as much as going to see a job in person.” 


of Chicago’s Reinke Electric Co. says, ‘‘Elec- 
trical Construction and Maintenance keeps us 
abreast of changing times. Your articles on 
methods used to execute unusual jobs help 
simplify our own problems. Articles on esti- 
mating are right in the groove.” 


q FLECTRICAL 


© CONSTRUCTION 
AND MAINTENANCE 








PRODUCT DEVELOPMENT SPECIALIST 


For development of new products and im- 
provement on present grade including white 


paper, converting stocks, board and coated A LIFETIME OF EXPERIENCE at home and 
papers. College graduate with strong back- 


‘ abroad in manufacture of paper and board, 

round and related experience in the above - i 
Reids. Usual benefits plus excellent opportunity. as manager, superintendent and machine 
. a rr, West Virginia tender, Have also done consulting work for 
WANTED nd. 8-12 engineering firms. Married, no children. 

: : Availatye + ee & 

Master mechanic for 2 Machine Board Mil! in : ees Paper RODUCTION MANAGER, General Supt. 
East to take charge of our maintenance and new ae 3 or Paper Mill Supt. wishes change in 12 to 
gt nye Re ad nn Ree ae yee lor ms, ; . 14,000 range. 30 years experience nearly all 


nity. Give resume o AN OPPORTUNITY 


with salary expecta 
c/o Paper Wrede sous Small cylinder mill in middle west needs night 

tour boss or assistant supt. Must be conversant 
with all phases of board mill operations and 
finishing room. A small city with good living 
conditions. A splendid chance for a man who 
is looking for a bright future. Address Box 55-238 
care Paper Trade Journal. A-22 





























6 Fourdrinier grades, some cyl. Will go anywhere. 
Welcome foreign service. Address Box 55-234 
dcare Paper Trade Journal. A-22 




















the case of the ads 


nobody sells... 


how to read it if they did. Why, then, do they 
select the JOURNAL? 


To every worthwhile publication there come 
some advertisements that are not solicited. 
Take the classified ads in the pulp and paper 
field, for example. We get a lot of these, all 
unsolicited. In the main they represent: 


The simple answer, and it seems to us a 
reasonable one, is that these men know what 
they themselves read, and they know which 





HELP WANTED — the ads run by mill 
superintendents to reach people skilled in 
pulp and paper production. 


POSITIONS WANTED — the ads run by 
ambitious production men in the pulp and 
paper field who are looking for better jobs. 


These ads are bought by men who, though 
professionals in their own field, are amateurs 
in the realm of space buying. Few of them 
could tell you the circulation of PAPER TRADE 
JOURNAL, and chances are none of them have 
ever seen an ABC statement, or would know 


publication in the field is of most importance 
to the important people on the production 
side. So, naturally, without even thinking 
much about it, they turn to the publication 
they know from experience will reach the 
men they want. 


That’s why they buy space in PAPER TRADE 
JOURNAL...That’s why consistently, over the 
years since 1872, the JOURNAL has carried 
more classified ads than any other publica- 
tion in the fieid. 


Something to think about, isn’t it? 


PAPER TRADE JOURNAL 


2 | 


“the most useful paper” 
15 West 47th Street, New York 36, N. Y. 


PITTSBURGH © CHICAGO * DENVER © HOUSTON © SEATTLE © SAN FRANCISCO © LOS ANGELES 











The Seamaster Watch, by Omega, the official timepiece of the Olympic Games 


The measure of quality te 
in a publication is the readership it achieves. 


Your electronics advertising 


will be read in Electronic Design. 


Hayden Publishing Company, Inc. 
19 East 62nd Street, New York 21, N.Y. 








ach is singularly significant 


are basic to your CPI* selling 


* Why two magazines to sell the fast-moving $41 billion-a-year spending 
Chemical Process Industries? Why two dynamically different editorial 
directions? Smart marketers will tell you you must concentrate your 
sales-power on two distinct buying groups. First, management at all levels 
in administration, production and research. Second, engineering 
minded production men who design, construct, operate and maintain 
process plants. Obviously, no single publication can meet the specialized 
editorial requirements of each. It takes both Chemical Engineering and 
Chemical Week to meet the stringent functio 
of processing and management. And s 
these two McGraw-Hill leaders first and se 


Together, Chemical Engineering and Chemical Week carried 


pages of advertising during 1955 than all other CPI magazines combined! 


But check the facts yourself your C CW representative for 
The CPI Advertising Record 0 ite our resear( nent today 
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MORE 
ENGINEERING-MINDED 
PRODUCTION MEN 
READ IT 








its 
PROCESS 
MANAGEMENT'S 
OWN MAGAZINE 
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jNeGraw Hill Publicati | 4@> 330 West 42nd St, New York 36, N. Y. 








MAN HON 'T'! 


“MANHUNT !”’—watchword describing the pro- 
gressive circulation program of Miller Freeman 
Publications. A program which produces and main- 
tains a paid circulation audience that’s ready to buy your 
products and services. 


Miller Freeman business magazines reach the hard-to- 
find and hard-to-see men you want to sell. Mr. ‘“‘A’’ and 
Mr. “Z’’, not found on most lists, are often your prime 
prospects. They are key men in the complex pattern of 
buying decision—a plant superintendent, a production 
foreman, a high company official, or a bright young 
engineer on the way up. 


ee 


Miller Freeman publications reach more of these key 
people because of a neatly balanced, double-edged pro- 
curement program—intensive direct mail selling com- 
bined with a national direct sales force. This circulation 
sales program is run by men with an intimate knowl- 
edge of methods, people and equipment in the indus- 
tries they sell. 

This person-to-person contact, both in the field and by 
mail is a powerful reason why your advertising gets 
action in these progressive journals. Their circulation 
lives and grows with the industries they serve. 


@ MILLER FREEMAN PUBLICATIONS 
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New York * Seattle * Vancouver, B. C. 
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Chicago * Atlanta + Los Angeles * New Orleans * San Francisco 


* Portland, Ore. 


Parifie Laundry & 
(Cleaning Journal 
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Fresh Perspective Offered to industry 
At AIL’s 68th Convention and Exhivit 
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One of the signs that Residential Air 
Conditioning is headed for a boom is the 
number of magazines trying to claim a 
part of it. Five, serving other fields, have 
added “Air Conditioning” to their titles 
just recently. Each has different kinds 
of readers for whom they now claim im- 
portance in Residential Air Conditioning. 


The fact remains, however, that 
AMERICAN ARTISAN has been “in” 
from the beginning. It has had “Air Con- 
ditioning” in its masthead, on its cover, 
since 1932. But more than that, its edi 
torial content right along has been fo- 
cused on the subject. 


Why? Simply because the KEY warm 
air heating-sheet metal dealers are the 
readers of American Artisan. They are 
the ones who have all the qualifications 
for handling residential air conditioning 
and as a result have proved to be the 
most successful sales outlet. 


In no other medium can you reach 
these dealers ““The American Artisan 
Way.” That way is an outstandingly useful 
editorial job which attracts and holds as 
PAID subscribers those who do the bulk 
of this work. Choose American Artisan, 
the book that reaches the greatest con- 
centration of buying power . . . provides 
the only fully paid (ABC) circulation in 
its field . . . and leads in advertising 
volume. 
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Sparks your sales in nation's 
‘hottest’ industrial market 


Photograph courtesy The Atlanta Journal and C 


LARGEST SOUTH OF PITTSBURGH. That now is At- 
lantic Steel Company’s rank in production of electric furnace : See how the South 
steel. A $10,000,000 expansion by the Atlanta, Georgia, plant : and Southwest Grows! 
, <5) o j y %¢ ‘Pp i i i >” ) i gv 2 5 : 
is keeping pace with Dixie’s mounting needs | canatiabilin at aii eee 
Tremendous diversity of Southern and Southwestern in- new plants and additions of 
dustrial growth literally staggers the imagination. Metals, heavy : significant proportions in 
' og ; : : 1955. 
and light . . . chemicals, paper, textiles, ceramics, and many : 
other industries, large and small! * A million and a half new 
industrial jobs created in 
To make your advertising return greater in this rich mar- : the past ten years. 


ket, use SOUTHERN POWER AND INDUsTRY. Circulation is now i * 43.9% of U. S. gain 
over 16,500 copies monthly (70,000 readers )—your key buy- : in electric power output 
ers in the worthwhile industrial, power and service plants : in past four years. 


throughout the South and Southwest. 


SOUTHERN POWER and INDUSTRY 


806 Peachtree St., N.E. Atlanta 8, Ga. 














EFFECTIVE with the JULY ISSUE. 


HEATING and PLUMBING 
EQUIPMENT NEWS BECOMES 


HEATING-PLUMBING 


AND 


AIR CONDITIONING 


We have always covered all 
the functions of the industry, 
including air conditioning. 


NEW NAME 


Now the new name truly reflects complete editorial coverage of 
the entire market. 


For our readers, the new 
“king size” makes for easier, 
quicker reading of the news 
and all the other interesting 
subjects covered. For our advertisers, it invites more intense reader- 
ship... provides better positioning of all advertisements, always 
next to editorial. (Note: all HPEN space commitments will carry 
over without change into the News.) 


NEW FORMAT 


As indicated by the new name, 
the News will deliver a greatly 
expanded coverage of the 
developments in the industry, including the news of new products 
for which HPEN is now so well known. 


MORE FEATURES 


HEATING—PLUMBING 
AIR CONDITIONING 


pane og es® 

yan OR 

wet mousy" 
wot * 


NEWS 


a circulation that delivers 
complete and effective cover- 
age of all worthwhile buying 


PLUS... 


factors — Heating, Plumbing and Air Conditioning Contractors, 
Wholesalers and associated groups. 


THE NEW 
S~DUN ¢ 
B 
CIRCULATION PLADSTREET 


us « 
: » a 
‘ up 2000 to $1 
th ers’ Agttcts, Gas U 
e Publishes "'S Which “Mitty C 
> are 


TOTAL EFFEcy, 


Published by THE INDUSTRIAL PRESS 
93 Worth Street, New York 13, N.Y. 





PIONEERING RESEARCH REVEALS 
PLAY KEY ROLE IN PURCHASE OF 


Personal Interview Survey* Reveals 
New Maintenance Responsibility 


66% of the men responsible for plant maintenance and 
engineering play a major part in the purchase of new 





PlLany . . 
MAINTENANCE capital equipment. 
“ ENGINE ERING 


’ 79%, influence the selection of brands of capital equip- 
ment because they are responsible for pointing out long- 
range savings in maintenance costs of one brand over 
another. 





This is the new responsibility of maintenance in the pur- This is how maintenance sways decisions on brands of 
chase of capital equipment and supplies. new capital equipment and supplies. 





QUESTION: What part, if any, do you play in the purchase of QUESTION: Have you or any other executives concerned with 
new capital equipment ? maintenance ever swayed the decision to purchase 
one brand over another because you were convinced 
that you could thereby make substantial savings in 
maintenance on a long-range basis ? 








Major Part 66% 





No 


No.fdrt 27, 9% 
Major and Minor 3% 
Noanswer 1% 


Minor Part 23% mmm 
remot 
5 


No answer 
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This is The Kind of Major Capital Equipment that Maintenance Buys: 


Construction Materials and Equipment Power Transmission Equipment including Gears, Lubricants and Lubricating Equipment 
Machine Tools Drives, Couplings, Controls Dust Collecting Equipment 
d Heating, Air Conditioning, Ventilating Equipment, Food Preparation & Service Equipment 

Welding Cquipment ’ including Fans, Blowers naneeneaind Systems and Industrial T.V. 
Materials Handling Equipment Electrical Equipment including Motors, Switches, Filtration Systems 
Pneumatic Tools Boards, Wiring, Fuses and Lamps Elevators 
Power Generation & Distribution Equipment Instruments—Motors—Gauges (Electrical Management Consultants; Services 

including Pumps and Compressors and Non-Electrical) Fire Protection Equipment 





In addition to the wide range of purchases for well-known maintenance purposes. 
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THAT MAINTENANCE ENGINEERS 
MAJOR PLANT CAPITAL EQUIPMENT 


These are the titles of the men 


Wider Sales Approach queried in this survey: 


Maintenance Superintendent 
Necess ary Maintenance Engineer 
Maintenance Foreman 
: Maintenance Supervisor 
The emergence of the plant and main- Plant oth 
Piant Engineer 
sivas : 5 Head Maintenance Engineer 
indicates that capital equipment manu- Superintendent Maintenance and Construction 
facturers must widen their sales approach bene Plant Engineer 
to the plant operating team to include Chief of Maintenance 
Master Mechanic 
Electrical Engineer 
President 
*Visi ed ; ee General Foreman 
isitors to the National Plant Maintenance & Engineer- Chief industrial Engineer 
ing Show in Chicago, January 24-27, 1955, were contacted Piant Superintendent 
several months after the show in their offices. Manager of Plant Services 
Assistant Superintendent 
SA 1 LS TARR TERME IS et oF anRER Piant Mechanical Engineer 
Superintendent of Plant Engineering 
Chief Plant Engineer 
This is how the influence—and buying power—of plant Plant Engineering Manager 
maintenance men is developing. Division Plant Engineer 
General Superintendent of Maintenance 
QUESTION: Has your influence regarding the purchase of equip- Electrical Maintenance Engineer 
ment or supplies increased, decreased or remained Maintenance and Safety Supervisor 
the same during the time you have been employed in Assistant Maintenance Superintendent 
your present company ? Preventive Maintenance Engineer 


Write for 

your copy of the 
complete 57-page 
Buyers’ 

Influence 

Survey 


tenance engineer as a buying influence 


this new, important purchasing factor. 
































A complimentary copy of the complete survey— — 
57 pages detailing the men, their job responsi- 
bilities, their buying influences by category, 
as well as hundreds of revealing individual com- 
ments that demonstrate why maintenance is a 
key purchasing influence—is available by write _ 
ing: THE NATIONAL PLANT MAINTE- 
NANCE & ENGINEERING SHOW, Exposi- 
tion Management, Clapp & Poliak, Inc., 341 
Madison Avenue, New York 17, New York, 
This Survey prepared by 


THE NATIONAL PLANT MAINTENANCE & ENGINEERING S$ 


to be held for the 8th year, CLEVELAND PUBLIC AUDITORIUM, JANUARY 28-31, 1957 





THE 1956 wesraements ond avrOMATION 


CATALOG & INDEX — = NANDEOOK of 


MEASUREMENT 
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INVESTIGATE ct MSTRINENTS FIRST * : 
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GENERAL QB ELecTRiC Tae 
xonics 


INSTBUMENTS and AUTOMATION 


part two of october 1956 


INSTRUMENTS 
and 
PNtha-). V- Wael. 


The 1957 INSTRUMENTS & AUTOMATION HANDBOOK & BUYERS’ GUIDE — the 
up-dated completely revamped 14th edition of the 1& A CATALOG & INDEX — 
now includes revised listings previously covered by the INSTRUMENT 
MANUFACTURING BUYERS’ GUIDE, plus handbook data formerly found in the 
HANDBOOK OF MEASUREMENT & CONTROL. 


It’s the only directory devoted exclusively to products for instrumentation — automation 
It has more than 25,000 distribution to proven buyers who will use it the year ‘round 


Its 2,000 product headings are indexed and cross-indexed for easy use, and more 
CLOSING than 2,500 manufacturers* ‘are represented 


DATE 


Its method of positioning advertisements . . . within the Index Section, Directory Section, 
August x} and Handbook Section, as well as conventional front- and back-of-book positions 


1956 


.. assures maximum visibility and utility 
It's ideal for complete-line catalog inserts, full pages, and fractional space 


It's your single most valuable promotion medium for instrument and contro! equip- 
ment, components, and accessories. 
*Make sure your company is listed 


Mail your advertising space reservation now or write for more information to: 


INSTRUMENTS PUBLISHING COMPANY 
845 RIDGE AVENUE °* PITTSBURGH 12, PA. 
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Lankenau Hospital, Overbrook, Pa 


PIOGRESSIVE ARCHITECTURE waans PRODUCTIVE ADVERTISING 


ooo De the welds Largisl onchilicliral cielo. 


PROGRESSIVE ARCHITECTURE * 430 PARK AVENUE, NEW YORK 22 © A REINHOLD PUBLICATION BS 
ABC — ABP 











IT HAPPENS ALL THE TIME 





















































Matinee idle 


Broadway's loss is Acme’s gain! Everyone stops and 
gawks when Sidney Swashbuckle swings into his lat- 
est act. If a salesman could only command the audi- 
ence Sidney does — from Miss Fargle (who specifies 
the oflice supplies) to the purchasing agent (that’s 


him about to be stabbed a la Three Musketeers ) — 
































how the orders would pour in! But that’s a job for 
advertising. And one magazine does command such 
an audience—The Saturday Evening Post. (When 
11.000 management people were asked: “In which 
magazine do you pay more attention to advertis- 
ing ?”, more named the Post than the 6 leading busi- 
ness and news magazines combined.) It gets to all 


the people who mean business ! 


— gets to ALL the people who mean business 





— 


WW ALT, DISNEY 


i 
S & 


RLEEN-STIK Ti 


for YOUR labeling operation 


Self-sticking KLEEN-STIK labels speed production and increase 
efficiency in practically every labeling application. Simple to 
apply—just separate label from protective covering and press 
in place... no wetting or heating . . . no waste of time. Even on 
hard-to-label materials—plastic, metal, glass, wood, etc.—they 
stick tight .. . won’t pop off or pucker. And KLEEN-STIK 


meets your need for removable labels on modern re-usable 
KLEEN-STIK ; packages. 


Label Dispensers can cut your = ° ae ‘ ‘ 
labeling costs in half! As specialists in pressure-sensitive adhesives, our expert technical 


Automatic models feed up to 2700 staff can engineer a KLEEN-STIK label to meet your specific 
labels per hour . . . hand or foot requirements. The actual printing is done by your regular label 


operated! Whether you use individual rinter—al. 8 lattes tn Inte Gal 
split-back labels or require production print SSO & SPOCIANS t is field. 
line dispensing, it will pay you to in- For your next product or package label, order KLEEN-STIK 


vestigate this time -and-money-saving P 
aothad. from your regular label printer. 


Ask your label printer for full infor- 
mation and demonstration. 


KLEEN-STIK PRODUCTS, 


7300 WEST WILSON AVENUE CHICAGO 31, 


Pioneers in Pressure Sensitives for Advertising and La 
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The biggest concentrated audience of 


INFLUENTIAL 


* AND BEST CUSTOMERS 
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in the United States today 
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Design is basically an engineering function. Because 
most industries are fundamentally mechanical, process and 
product designers are therefore largely mechanical engi- 
neers. These men dominate the specification and purchase 
of equipment to be used in their products and plants. 


In addition to the 102 mechanical engineers at M. W. 
Kellogg, over 40,000 more read MECHANICAL ENGI- 
NEERING regularly, every month. Why? Simply because 
they depend on it as their primary source for the first and 
authoritative source of technical news and information. 


Without waste circulation, MECHANICAL ENGINEER- 
ING puts your sales story before this, the world’s largest 
audience of mechanical engineers—over 40,000 men who 
design or develop, produce, install, control and operate 
equipment. Mechanical engineers keep your sales moving — 
and MECHANICAL ENGINEERING motivates mechan- 


ical engineers. 


To 40,000 mechanical engineers, ME is their 
magazine... published by their Society, and 
edited solely to serve their needs. 


Engineers are educated to specify and buy 
Mechanical Engineering 


Published by 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 


29 West 39th St., New York 18, N. Y. 
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In profile .. 


INDUSTRIAL MARKETING 


industrial ad manager 


is a complex fellow 


Here are his. . 

®@ Salary 

® Bonus 

© Company sales volume 
® Advertising budget 


By Merle Kingman 


= The average industrial advertis- 
ing manager is a complex, and hence 
very interesting and in some ways 
perhaps unique, modern business 
executive. 

His personality may contain more 
contradictions than almost any 
other type of executive. For ex- 
ample, he: 
> Is an administrator who, 
than not, 


more 
often prefers creative 
work. 

> Talks a lot about raising his stature 
in the eyes of management, but 
actually is rather close to manage- 
ment already. 

> Generally confers with a top ex- 
ecutive at least once a week, has 
lunch with him almost that often 
and rates his management’s under- 
standing of advertising as “good” or 
“excellent.” 


Salary and bonus, too. . Among 
the less paradoxical but sometimes 
little known things we have learned 
about him, he: 

> Makes $9,000 a year, more or less, 


® Job functions 
® Age 

® Years on job 
® Job location 


® Liaison with management 


depending partly on his company’s 
sales volume and advertising budget 
and depending very little on how 
long he’s been at it. 

> Is therefore not wealthy, but his 
income has improved some, par- 
ticularly since prewar days. 
> Usually gets a bonus 
there’s a 50-50 chance is $1,000 or 


which 


more a year. 
> Has held his job less than five 
years, and has boosted his salary 
about $3,000 in that time. 

> Got promoted or left another com- 
pany to take his present job at the 
age of 33 or slightly older and now 
is 38 years old. 

These are among the findings of a 
detailed INDUSTRIAL MARKETING study 
of 418 industrial advertising man- 
agers from a great variety of com- 
panies of different sizes, products 
and types of location throughout the 
country. 


Administrators plus .. [1M editors 


mailed a carefully designed ques- 
tionnaire to a list of 1,200 industrial 
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69% 


$10,000 
or over 


$6,000- 
$9,999 


$5,000- Under 
$5,999 $5,000 


1940 





What’s happened to salaries in 15 years 


$5,000- Under 
$5,999 $5,000 


$10,000 
or over 


$6,000- 
$9,999 


1951 


$5,000- Under 
$5,999 $5,000 


$10,000 
or over 


- $6,000- 
$9,999 


1956 








advertising managers and the study 
is based on the 418 replies—a sub- 
stantial 35% return. To help make 
the study as complete and exhaus- 
tive as possible, IBM electronic tabu- 
lators were used to extract data and 
seek out hidden relationships in the 
thousands of answers obtained to 
32 questions on the questionnaire. 

Returns showed that the average 
industrial advertising manager is an 
administrator, but he often isn’t 
happy about it. Most advertising 
managers said their work is pri- 
marily administrative, but more ad- 
vertising managers preferred cre- 
ative work than preferred admin- 
istrative work. 

Of 414 advertising managers 
answering a question about their 
primary function, 225 said their 
work is primarily administrative and 
only 72 said creative. (117 said both 
functions were primary and equally 
important). But of 403 admen who 
listed preferences, 191 preferred 
creative work, and 147 preferred 
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administrative. (Sixty-five said they 
liked both equally well). 

The rewards of the job income- 
wise are, as you would expect, 
higher for advertising managers of 
companies with bigger sales volume 
and bigger advertising budgets. 


Average salary $9,434 - The 
mean average salary of 418 admen 
reporting was $9,434, and the median 
average was $9,000. The median, 
which is less distorted by excep- 
tionally high or low individual 
salaries, compares with a median of 
$8,500 for 216 ad managers in an IM 
study in 1951, and $3,850 in a study 
done in 1940. (The mean average is 
the common arithmetical average, 
and the median average of $9,000 
simply means that there were as 
many salaries over $9,000 as there 
were under it.) 

The charts above and at right 
show the complete salary picture 
today, compared with other years. 

Salaries ranged from a high of 


$30,000, trailed by one of $24,000 and 
another of $23,500, to a low of $3,- 
800. 

Returns showed that the big 
salaries generally are with big com- 
panies. To earn $13,000 or more, you 
nearly always must go with a com- 
pany whose annual sales volume is 
more than $5,000,000. 

Of 60 admen in the top salary 
group, all but five were with com- 
panies whose sales exceed that fig- 
ure. Of these same 60 admen, all but 
seven had advertising budgets ex- 
ceeding $100,000 (and of the seven, 
two did not report budgets). 

One exceptional ad manager earn- 
ing $13,000 or more had a budget 
in the relatively low $21-30,000 class, 
and two such earners had budgets 
over $30,000 but under $50,000. 


$1,000 bonuses common . . The 
bonus (including profit-sharing) is 
no small factor in the industrial ad- 
vertising manager’s income. Of 418 
admen, 60% reported bonuses, about 








14% 


Under $5,000- $6,000- $7,000- 
$5,000 $5,999 $6,999 $7,999 





How much they’re making today 


14% 


$8,000- $9,000- $10,000- $11,000- $12,000- $13,000 
$8,999 $9,999 $10,999 $11,999 $12,999 or over 


% of advertising managers are shown in each income group 








half of which were $1,000 or more. 
Most others were $100 to $500. 

Sums ranged from “token” bo- 
nuses of $25 or $50 to a high of $10,- 
000. Second highest was $8,000, 
trailed by another of $6,200. 

The $10,000 bonus went to an ad- 
man with a salary of $14,500, sales 
of $7,000,000 and a $175,000 budget. 
The $8,000 bonus accompanied a 
$9,350 salary, $25,000,000 sales and 
a $325,000 budget. The $6,200 bonus 
accompanied a $7,800 salary, $92,- 
000,000 sales and a $922,000 budget. 

Further evidence that big sales 
volume begets big bonuses for in- 
dustrial ad managers is this: 

Of 25 ad managers whose com- 
pany volume was over $75,000,000 
and who received bonuses, 20 re- 
ceived $1,000 or more in bonus. 

Among the top salaries, the lead- 
er’s $30,000 figure accompanied a 
$4,500 bonus, $650,000,000 sales and 
a $2,000,000 budget. The $24,000 sal- 
ary accompanied a $2,000 bonus, $4,- 
000,000 sales volume and a $70,000 


budget (this 
managed sales as well as adver- 
tising). The $23,500 salary was with 
no bonus, sales volume was $550,- 
000,000, budget $2,100,000. 


exceptional person 


Years on job not vital . . Most 
advertising managers haven’t been 


How average salary 
has grown in 15 years 


$9,000 


(Median average) 


s + 7 


1940 1951 1956 





on the job especially long. Of 416 
replying on tenure, 230 (more than 
half the total) had held their jobs 
for four years or less. In this group, 
124 had been on the job only one or 
two years. But this didn’t seem to be 
a handicap on salary. 

Of 60 admen in the top salary 
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A majority 
of ad managers 
get bonuses 


bracket ($13,000 or more), 41 had 
held their jobs ten years or less. 
Only 19 had more than ten years 
on the job. And 21 had held their 


jobs only four years or less. 


Not ‘city slickers’ . . What may 
surprise some of us is that as many 
big-salary jobs for industrial ad- 
vertising managers are located in 
medium-size and small cities and 
towns as are located in big cities. 

Of 415 admen who checked size 
of city or town, 56% are in cities or 
towns of less than 1,000,000 popula- 
tion. The remaining 44% are in cities 
of 1,000,000 or more. 

Of 59 admen earning $13,000 or 
more, 30—or more than. half the 
total—are located in metropolitan 
areas of less than 1,000,000, and 29 
were in cities of more than 1,000,000. 
In fact, 16 of these higher paid ad- 
vertising managers were located in 


Bigger salaries 
attract 
bigger bonuses 
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Of 418 ad managers... 


towns of less than 100,000 


Does creativity pay? .. The re- 
turns showed that, although indus- 
trial advertising managers generally 
show more preference for creative 
work, those in the highest paying 
jobs show a slight preference for 
administrative work. 

All of which may mean that (1) 
the ad manager who starts out with 
a preference for administrative 
work is more likely to rise to a top- 
paying job or (2) the creative ad- 
man, as he rises to more and more 
administrative responsibility, finds 
that the higher pay teaches him 
to love his work. (Or it may simply 
mean that the adman with top cre- 
ability often 
switches to the agency field, where 


ative interest and 


creativity seems to pay pretty well.) 
At any rate, only in the top 
bracket of $13,000-or-more ad man- 


Of 60 ad managers with 
$13,000 or more salaries... 


Of 252 getting bonuses... 


52% 
get $1,000: 
or more 


agers, did preferences for adminis- 
trative work outnumber prefer- 
ences for creative work. Of 55 ad- 
men who listed preference in this 
top bracket, 22 preferred adminis- 
trative, and 19 preferred creative 
work, while four liked both equally 
well. In all other salary brackets, 
shown in the chart on page 39, pref- 
erence for creative work  out- 
weighed preference for administra- 
tion. 

Further evidence that those who 
prefer work _ get 
bigger jobs was found by correlat- 


administrative 


ing preference with size of budget. 
Of 60 admen in the top budget cate- 
gory ($400,000 or over), 41 said 
their jobs were primarily adminis- 
trative, only five said creative, and 
14 said both were important. 

Of 57 in this same group who 
listed preference, 22 preferred ad- 
ministrative, 21 preferred creative 


Of 41 in this group 
getting bonuses... 


80% 
get $1,000 
or more 


20% 


get less 





and 14 said both. In contrast, of 79 
admen in a lower budget category 
(between $31,000 and $75,000), 44 
admen preferred creative, 23 pre- 
ferred administrative and 12 liked 
both. 


Lunch with boss often . . Indus- 
trial advertising managers have 
been talking about and working at 
raising their stature in the eyes of 
management for years. How well 
have they succeeded? How is their 
stature today — how close is their 
liaison with management? 

To help find out, IM devised some 
direct and indirect questions. Ad- 
vertising managers were asked: 
How often do you confer with a 
top executive? Do you ever have 
lunch with such an executive? How 
often? How would you rate your 
management’s understanding of ad- 
vertising and its value to the com- 
pany (check excellent, good, fair or 
poor) ? 

The answers were encouraging. 

Some 92% said they confer with 
a top executive “frequently,” month- 
ly, weekly, or more often. Of 416 
admen answering that question, 
331 (more than 75%) confer with a 
top executive at least once a week. 

Only 23 out of 417 admen reply- 
ing said they never have lunch 
with a top executive. Of the 394 
who do, 277 said they lunch with 
such an executive regularly, fre- 
quently, weekly or at least monthly. 
The 277 included 163 admen who do 
so at least weekly. 

This close communion with “the 
boss” is not limited or even par- 
ticularly predominant in any income 
brackets, the study showed. Of 
those who lunch often with a top 
executive, the proportion in top 
salary brackets is about the same 
as in lower brackets. 

For example, of 57 admen making 
$13,000 or more, 86% confer weekly 
with a top executive; of 48 admen 
making $6,000-$6,999, 92% confer 
weekly. And so it goes, with similar 
percentages showing up in other 
brackets. 


Admen appraise the boss . . 
Various advertising managers, 
agency men and space salesmen 
have been heard to blame manage- 


ment for under-rating or failing to 
understand the value of advertising. 
But the returns of our study indi- 
cate that these critics may be more 
vocal than typical. 

Or it may be that nearly every 
adman and space rep, in an occa- 
sional moment of frustration over a 
cut budget or lost sale, will voice 
such a gripe, despite an underlying 
respect for management’s_ perspi- 
cacity in evaluating the benefits of 
advertising. 

Whatever the reasons, a majority 
of advertising managers, even when 
they have a “blind” survey ques- 
tionnaire in front of them and know 
the rating they give will be kept in 
confidence, give their managements 
a pretty good score in this respect. 
And a very substantial majority 
said that their management’s un- 
derstanding of advertising’s bene- 
fits is improving. 

Of 416 admen who rated their 
management on such understanding, 
66% said it was “excellent” or 
“good.” Asked to check one of four 
ratings—excellent, good, fair or poor 
—the admen’s ratings came out like 
this: 

e Excellent, 27% 
® Good, 39% 

® Fair, 26% 

® Poor, 8% 

Of these same admen, 90% said 
that their management has im- 
proved in this respect in the past 
five years. 

The companies with highest sales 
volume could be expected to boast 
the most sophisticated managements, 
as far as understanding advertising’s 
benefits. Surprisingly, the study 
showed this isn’t necessarily so. At 
least, not if the advertising man- 
ager’s word is taken as the gage. 

Of 35 companies with sales vol- 
ume over $75,000,000, only 20% 
rated management “excellent,” com- 
pared with 27% for the entire group 
studied, and 25% for the 119 admen 
with sales volume of $10,000,000 or 
less (the bottom category in vol- 
ume). 


Sales promotion leads . . How do 
industrial advertisers spend their 
working time when they are not 
conferring or lunching with top ex- 
hearing sales 


ecutives, presen- 


How ad managers rate their top 
management’s understanding 
of industrial advertising 


27% 
Excellent 


| 8% 


415 ad managers were located 
in cities this size. . . 


27% 


less than 
100,000 


_— 


43% — 15% 
1,000,000 500,000- 
or more 999,000 


100,000- 
499,000 


59 ad managers with $13,000- 
or-more salaries were 
in cities this size... 


26% 
less than 
100,000 


. a 

\. 500,000 
12% ‘999,000 
00,000- \\ 
99.000 
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96% 


Sales Public Sales 
promotion relations training 





What advertising managers manage 
... besides advertising 


Six company functions are shown, with the percentage 
of ad managers who said they supervise that function. 


Industrial 
relations 


Employe 
recruiting 


Company 
publications 








tations and handling other advertis- 
ing matters? We listed six functions, 
apart from advertising, and asked 
the advertising managers to check 
the functions they are responsible 
for. 

The biggest responsibility was 
sales promotion, which was checked 
by 96% of the ad managers. Public 
relations was second, checked by 


75%. Least performed function was 
employe recruiting, checked by only 
8%. The box score of other func- 
tions is shown in the chart on this 
page. Very little correlation was 
found between salary and prevalence 
of job function. 


- The fore- 


going data gives the over-all picture 


More about admen . 


of today’s industrial advertising 
manager. Next month we will go 
deeper into the details. Example, 
in the matter of salary, we will go 
into the average. For example, we 
will present charts or tables where- 
in you can’ find the average adver- 
tising manager’s salary in the size 
city you work in, the section of the 
country where you are located, and 
the size company you work for in 
terms of sales volume and adver- 
tising budget. From these, and other 
averages, industrial advertising man- 
agers will be able to see just 
how their salaries really compare. 

What is the most important trait 
for success of an advertising man- 
ager? That question on IM’s ques- 
tionnaire brought a great variety of 
comments, which we will go into in 
detail next month. (A typical reply 
was: “The ability to create, trans- 
late and implement.” Another said: 
“Sales sense, sales ideas, and cre- 
ative and analytical thinking.”) 

The data also is being studied to 
learn where industrial advertising 
managers come from and where 
they go. What job is the most com- 
mon stepping stone to advertising 
manager? What are the chances of 
promotion for the advertising man- 
ager? When promotion comes, what 
kind of job does he step into? The 
study throws light on these ques- 
tions and more besides. 

[To be continued ] 





MORE NEXT MONTH... 





IBM tabulators provide 13,000 answers; editors still digging for facts 
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# IBM electronic tabulators helped grind out IM’s exclusive “profile” story 


on the industrial advertising manager. 


When 418 questionnaires were filled out and returned to IM by indus- 
trial advertisers, most of whom answered all of the 32 questions presented, 
it meant that IM editors had more than 13,000 answers to count, tabulate, 
cross-tabulate and sift through for significant findings. 


So the editors turned to automation and punch cards. Almost the entire 
job of counting, tabulating and cross-tabulating was done by machine. Once 
the editors mastered the code system of identifying the various counts, their 
time was freed for the more important task of studying and digging out the 
most meaningful data and making various comparisons. 


That job is still underway. More interesting details about the industrial 


advertising manager and what he thinks of his job are still to come. Watch 


for them in the June issue of IM. 





NIAA conference will be one 
you can’t afford to miss 


A statement by 

David F. Beard 

General Director of Advertising, 
Reynolds Metals Co., Louisville, 
and chairman of the board, 


National Industrial Advertisers Assn. 


= By now almost everybody knows 
that the 34th Annual NIAA Con- 
ference will be held at the Palmer 
House in Chicago from May 20 to 
23. But not everyone realizes the 
how and who of organizing a meet- 
ing of this size and caliber. 


The first step is always the selec- 
tion of a capable and energetic con- 
ference chairman. We were fortunate 
early last fall in obtaining Bill Farrell, 
advertising director of Monsanto 
Chemical Co., to take on this job. 
Within a short time Bill signed up 
Ken Bayer of Oakleigh R. French & 
Associates as his assistant chairman, 
and Wilmer Cordes of American 
Steel & Wire as his all-important pro- 
gram chairman. By the, first of the 
year, the full committee had been 
lined up and several meetings had 
been held. 


| became more and more enthusi- 
astic about the program as it de- 
veloped. There is no question in my 
mind but that this 34th Conference 
will be the finest from start to finish 
ever held by NIAA. For my money 
this is a meeting that can ill afford 
to be missed by anyone interested 
in the field of industrial marketing. 


We all owe a great vote of thanks 
to our many, many associates who 
have devoted so much time, travel, 
energy and thought to a convention 
that will benefit us all. « 


NIAA big event .. 


1,200 industrial admen 
to attend convention 


Austin of U. S. Steel will keynote annual meeting 
on advertising’s increased responsibility to management 


® More than 1,200 industrial admen 
are expected to attend the 34th an- 
nual convention of the National In- 
dustrial Advertisers Association 
May 20-23 at the Palmer House in 
Chicago. 

Advertising’s increased responsi- 
bility in management will be the 
conference theme, and the keynote 
speaker at a luncheon on the first 
full business day of the conference 
will be a corporation management 
executive: David Austin, executive 
vice-president of U. S. Steel Corp. 

William R. Farrell, director of 
advertising, Monsanto Chemical Co., 
St. Louis, conference chairman, will 
welcome NIAA members, and David 
F. Beard, general director of ad- 
vertising, Reynolds Metals Co., 
Louisville, will preside. 

The four-day conference will in- 
clude speeches and panel discussions 
by top management executives and 
specialists in various phases of mar- 
keting, film presentations and other 
features aimed at helping industrial 
admen broaden their functions and 
strengthen their skills. 

The conference also will include 
the presentation of awards for out- 
standing industrial advertising and 
various association achievements. 
John C. Freeman, president of 
NIAA, has announced that a com- 
pletely new awards program will 
be presented to the conference, and 
will be designed to document only 
exceptional advertising planning and 
execution as it applies to the over- 
all marketing function. 

John Clampitt, Aluminum Co. of 
America, chairman of the NIAA 
awards review committee which or- 
ganized the new awards program, 
said that it is set up so as to allow 


large and small advertisers to com- 
pete on an equal footing. 

In addition to the serious working 
sessions, the program will provide 
opportunity for NIAA members to 
get together informally and socially. 
On the first evening of the confer- 
ence, Sunday, an informal buffet 
and entertainment has been sched- 
uled for 6:30 p. m. followed by a 
dinner at 7:30 p. m. And on Tues- 
day evening the annual dinner and 
program of dancing and entertain- 
ment is scheduled for 7 p. m. in the 
Palmer House’s grand ballroom. 

The complete NIAA conference 


program is as follows: 


Sunday, May 20 


9:00 a.m. to 1:00 p.m. 

Directors’ meeting. 

Crystal Room, 3rd Floor. 

12 Noon to 8:00 p.m. 

Registration. 

Grand Ballroom Foyer, 4th Floor. 

2:00 to 5:00 p.m. 

Committee Meetings. 

6:30 p.m. 

“Just a lot of fun.” 

Informal buffet and entertainment 
that will give you a chance to meet 
old friends and make new ones 
in a real friendly atmosphere. Din- 
ner served 7:30 p.m. 

Exhibition Hall, 4th Floor. 


Monday, May 21 


8:00 a.m. — (All day) 

Registration. 

Grand Ballroom Foyer, 4th Floor. 

9:15 a.m. - 12 Noon 

Annual business meeting (officers 
elected). 

Presiding: David F. Beard, Chair- 
man of the Board, NIAA; gen- 


ontinued on page 44 
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eral director of advertising, Rey- 
nolds Metals Co. 
Red Lacquer Room, 4th Floor. 
12:30 p.m 


Welcome by general conference 


chairman William R. Farrell, Mon- 
santo Chemical Co. 

Keynote Luncheon. 

Presiding: David F. Beard. 

“Advertisings’ Increased Responsi- 
Management” David 
Austin, executive vice-president, U. 
S. Steel Corp., Pittsburgh. 

Grand Ballroom, 4th Floor. 

2:30 to 3:15 p.m. 

Presiding: Wilmer Cordes, Amer- 
ican Steel & Wire Div., U.S. Steel. 

Ralph T. Paine, Publisher, For- 
tune. “Opportunities Unlimited.” 

This is a Fortune film-illustrated 
presentation developed 
for this conference and will have its 
“world premiere” here. 

Red Lacquer Room, 4th Floor. 

3:15 to 4:00 p.m. 

“The Switch From Sales to Mar- 
keting Concepts” 

Alva A. Togesen, vice-president of 
marketing, Bulldog Electric Prod- 
ucts Co. 

Red Lacquer Room, 4th Floor. 

4:00 p.m. 

Adjournment. Evening Free. 


bility in 


especially 


Tuesday, May 22 

8:00 to 9:30 a.m. 

Members-at-large breakfast 
Chairman: C. V. Meconis, The 
Rapids-Standard Co. 

Private Dining Room 9, 3rd Floor. 

8:00 to 9:30 a.m. 

Chapter officers breakfast 

Crystal Room, 3rd Floor. 

9:30 to 10:00 a.m. 

Eye opener movie: “Production 
5118” — produced and presented as 
a public service by Champion Paper 
& Fibre Co., Hamilton, O. This is a 
very provocative 
better communication 
stimulate your imagination. 

Red Lacquer Room, 4th Floor. 

10.00 to 10:30 a.m. 

Presiding: J. A. Duvall, A. O. 
Smith Corp., Milwaukee. 

“Peons of the Day Creative 
Administrators” Dr. Nathan Kohn, 
Jr., Nathan Kohn & Associates, St. 


Louis, industrial personnel consult- 


presentation on 
bound to 


ants. 
Red Lacquer Room, 4th Floor. 
10:30 to 11:15 a.m. 
“Research Its Impact on Mak- 
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Dr. J. E. Bacheld- 
er, managing director, NIAA Indus- 


ing Decisions” - 


trial Advertising Research Institute. 
Red Lacquer Room, 4th Floor 
11:15 a.m. to 12 Noon 
“Creativity A Manager’s Re- 
sponsibility That Cannot Be Dele- 
gated.” 
G. Herbert True, assistant pro- 


fessor of marketing, University of 


Notre Dame. 

Red Lacquer Room, 4th Floor. 

12:30 p.m. Canadian Day Lunch- 
eon. Presiding: John O’Rouke, John 
O’Rourke Advertising. 

Grand Ballroom, 4th Floor. 

“Kissin’ Kin” Don Henshaw, 
MacLaren Advertising, Toronto. 

2:30 to 4:30 p.m. 

Presiding: Wm. C. Sproull, Bur- 
roughs Corp. 

A presentation, under the spon- 
sorship of the Chicago chapter in 
conjunction with Jam Handy, Inc., 
in which will be combined the ideas 
you usually get in clinic sessions on 
media, copy, merchandising, pub- 
licity, direct mail and exhibits. 

Red Lacquer Room, 4th Floor. 

4:30 p.m. Adjournment. 

7:00 p.m, Annual Dinner. 

An outstanding program of en- 
Patachou, 


followed by 


tertainment, featuring 


French  chauteuse, 
dancing to a popular orchestra. 


Grand Ballroom, 4th Floor. 


Wednesday, May 23 


9:30 to 10:00 a.m. 

Eye-Opener Movie: “What’s It To 
You.” 

Red Lacquer Room, 4th Floor. 

10:00 to 10:30 a.m. 

Presiding: A. R. Teifeld, Copper- 
weld Steel Corp. -— a panel discus- 
sion on creative services and costs. 
Panel Members: Ira Rubel; Dick 
Hodgson, Advertising Requirements 
and INDUSTRIAL MARKETING; Hal 
Burnett, Burnett & Logan, Chicago. 

Red Lacquer Room, 4th Floor. 

10:30 to 11:45 a.m. 

Claude Robinson of Gallup & 
Robinson, Inc. Material for this 
presentation is under the sponsor- 
ship of National Business Publica- 
tions. 

Red Lacquer Room, 4th Floor. 

11:45 a.m. to 12 Noon 

A special presentation created and 
produced by The Jam Handy Or- 
ganization (continuation of previous 
day’s presentation by Chicago Chap- 
ter and Jam Handy). 

Red Lacquer Room, 4th Floor. 

12:30 p.m. 

Luncheon. Presiding: Wm. R. 
Farrell. Remarks By Incoming 
Chairman. 

Grand Ballroom, 4th Floor. 

2:30 p.m. 
ment. 


Conference Adjourn- 





Out of this world . . Giant ‘spaceman 





counter is big crowd- 


& Brown, Pittsburgh. 








Says 
Edward Schuermen, 


U.S. Steel Hooker Leader 


To Piece OF STEEL held by the crane weighs 280,000 pounds 
it is 30 inches thick, over 11 feet wide, and 22 feet long. An identi 
cal piece lies on the floor. Both will be parts for an extremely large 
press 

If you are a steel man, you may not be especially impressed by 
these figures, until you realize that the forgings are made from 
heat treated alloy steel... and the steel for each piece was poured 
as one heat from a single furnace 

Just handling forgings like these is a tough job, a job that falls 
into the lap of men like Edward Schuerman, Hooker Leader, a 
U.S. Steel employee for 29 years. He has to choose the correct 
hook or sling assembly, spot the crane, and supervise the lift. One 
mistake could delay a shipment by months, but Ed has never 
dropped a forging in his life 

This is the kind of man who works on every USS Quality Forg 
ing. You can put your faith in these men, in the steel that comes 
from our furnaces, and in the modern equipment that means 
Prompt delivery and highest possible quality 

Write for our free 32-page booklet that describes USS Quality 
Forgings. Address inquiries or booklet requests to United States 


Steel, Room 4669, 525 William Penn Place Pittsburgh 30, Pa 


SHE THE UNITED STATES STEEL HOUR IW. © full-how TV program presented every 
other ~ Hotes Steel. Consult your lecol newspoper for time ond station 





“it’s the biggest alloy forging 





UNITED 
STATES 


Il ever saw!” 














Div. 1 . . Advertising of construction materials and basic structur 


R. J. Wilcox, assistant director of advertising. 


Objectives .. To establish and maintain 


ducer of high quality 


How it was done . . Showed the company’s m 


turing color photographs of unusual forgin 


forgings, and to get 


1€ 


the share 


1 equipment 


proauc successtiull 


ABP award ads feature 
originality, honesty 


By Robert J. Wilcox .. Assistant Director 
of Advertising, U. S. Steel Corp., Pitts- 
burgh 


= Dramatic photographs _ repro- 
duced in full color have helped each 
of the ads in U. S. Steel Corp.’s 
ABP award-winning campaign for 
forgings to earn the highest Starch 


Here are the first-place winners in six divisions of the annual industrial 


advertising contest of Associated Business Publications. 


And the winners tell you ‘how we did it’ 


readership scores in the issue where 
it appeared. 

One of the ads received the high- 
est “noted, seen-associated and read- 
most” scores ever recorded for any 
ad run in Steel. 

A problem for USS was that 
many potential customers were not 
aware that USS has the equipment 


and the trained personnel to produce 
large, high quality, finish-machined 
forgings for practically any appli- 
cation. This campaign was designed 
maintain USS’s 
reputation as a leading producer of 
such forgings. 

The real payoff is highlighted by 
the sales figures. Since this cam- 
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to establish and 








Amazing new way 
to provide electric outlets 
anywhere... anytime 


NEW! DIFFERENT! 
New BullDog Electrostrip® i» 
mold: 


natal puckly onany 
durface —in any type building 
Sold through BullDog distribu 

sal comtrac 
tors, Write: BullDog Electric 
Products Co. 2 hb 


iF 17 S DIFFERENT 
IF IT’S BETTER iTS 





> scheme gle 
ELECTRIC PRODUCTS COMPANY 
A Division of |.1-E Circuit Breaker Compeny 
Export Dreison. | 3 bos! 40% Street, New York 14, New 


York in 


onode ° " 
(Conedel, Li¢., 80 Cloysen Rood, Torente | 5, Ontario, 


Ba 


LDOG 


BuDog Electric Products Compan 








Picking up oyster shells 
with a vacuum cleaner 


x R rich improvement in rubber — shell and sand before it was replaced 
A typical example of B. F. Goodric ip ver 


snot surprising. B. F. Good 
products nearly always out 


B. F. Goodrich distribu 

how this longer life, chis 

nd harder use, can reduce 

‘osts per year, make other 
perating and maintenance 

s 7 B zoodrich Company 
M.496, Abron 18, Obro 


BE Goodrich 


INDUSTRIAL PRODUCTS 
DIVISION 








Objectives .. Introduce and 
ring. How it was done . 


paign was started three years ago, 
USS forgings sales have increased 
steadily, and 1955 sales were double 
those in 1954. The present backlog 
of orders is greater than ever be- 


fore. co 


How to get 410 distributors, 
11,470 inquiries and beat quota 


By Parker Stough .. Adv 


jy Electric Products 


® How do you show a product that 
shouldn’t show? 

A glance at our ad above will re- 
veal how we answered that “poser” 
in our campaign for BullDog Elec- 
trostrip, a new type of wiring that 
enables you to plug in an appliance 
anywhere in a wall. 

Our objective was to penetrate 
the market in homes, stores, offices 


and institutions and to expand 
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Objectives .. 


sperating machinery, equipment. First 
1 Prod y Akron; H. E. Van 
Cleveland. 


eptance and preference for Goodrich in 


trial products. How it was done .. Case history ads, some of 


7 


spotty distribution by enlisting the 
support of electrical contractors in 
a field where innovations are tradi- 
tionally resisted, and where con- 
tractors have more daily business 
than they can physically handle. 

To do this we aimed to protect 
the contractor from do-it-yourself 
markets, bringing the customer to 
him by advertising that Electrostrip 
would be sold only through electri- 
cal distributors, only to electrical 
contractors. 

Using ads like the one above, 
we pulled 11,470 inquiries in nine 
months from home builders, archi- 
tects, hotels, electrical contractors 
and distributors. Builders featured 
it in model homes. Utilities pro- 
moted it at their expense in ade- 
quate wiring programs. A variety 
of these customers distributed 337,- 
000 pieces of literature to the pub- 


wn saliesmen, 


lic, and ordered and used some 1,400 
demonstration boards and 625 dis- 
plays. ® 


21% of inquiries lead to sales, 
45% to prospects for Goodrich 


By H. E. Van Petten . . Director of Adver- 
F. Go 


Jrich Industrial Products 


= In order to increase preference 
and acceptance for B. F. Goodrich 
industrial products, we use per- 
formance case histories, told in a 
narrative form with big pictures. 
Sometimes a part of the story is 
told in the salesman’s actual words. 
The award-winning series of B. F. 
Goodrich ads is part of a broad 
campaign covering a wide variety 
of products and following a con- 
sistent year-after-year pattern. 
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“Look, Harty... nails 
in a corrugated box!” 
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Div. 4. . Advertising of primary, process materials. First aw 


T 


Inorganic Div., Monsanto Chem. Co., St. Louis; 


Cc Cy 


rd: Div. 5..A 


W. B. Tor & 


mor. Agency: Gardner Advertising Co., St. Louis 


Objectives . . Build sales 


How it was done .. Picture demonstration 


superior to other leavening agents. 


While we have always tried for a 
recognizable series, each individual 
ad is about the performance of one 
certain product. Nearly all of our 
stories come to us first from a sales- 
man; usually we also get comments 
from our customer, not for direct 
quotation in the ad but to help our 
copywriter tell the story in a most 
interesting way. The copy is usually 
based on what we were told by both 
salesman and customer. In almost 
every case there is a user benefit 
somewhere in the story; the prod- 
uct either performed better than 
former products, saved money or 
solved a problem. 

Our pictures are taken on the job 
with equipment operating normally 
so far as possible; they are never 
faked or “dressed up.” We try to 
get a choice of pictures for each ad 
and pick the one that has the most 


for Py-Ran, baked g 


Objectives .. 


action or highest interest value. 

This is not primarily an inquiry 
campaign but many inquiries are 
received, most of them on company 
letterheads asking serious questions 
about our products. In a recent 
study of a group of inquiries which 
had been sent to our salesmen, we 
found 21% had resulted in sales, 
while in 45% of the other cases the 
salesmen said there were prospects 
for future business. ® 


Ain ad is as good as ‘digging’ 
behind it . . Monsanto credo 


By William B. Toulouse . . Adver 
Sal i Manager 


nsant 


8 Naturally, the main objective of 
our campaign was to help build 


How it was done 


sales for Py-Ran. In planning the 
campaign, we felt we could best 
realize this objective by demon- 
strating the superiority of Py-Ran 
because it was a recently developed 
product. 

We gathered and sifted product 
information from our sales depart- 
ment and research laboratory. Re- 
sults of this effort were rewarding 

we had a wealth of factual ma- 
terial to present in visual form in 
our campaign. 

During and after the campaign 
sales increased, and we have evi- 
dence that advertising made a con- 
tribution toward the increase. The 
success of the campaign, I feel, was 
based on the facts we presented to 
our customers and potential cus- 
tomers. I think it proves again that 
an industrial advertisement is as 


good as the “digging” behind it. = 
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“DEAD END” KID OF THE 
ELECTRICAL BUSINESS! 


territory? Only one way... intensive educa- 
‘tion of the owners of the homes in which 
Skimpy Wiring is so firmly entrenched today! 


Here's what Kennecott is doing 
ebout thet problem child of 
your business—SKIMPY WIRING! 
That is why Kennecott is running full-page 
ads like the one shown below in the Satur- 
day Evening Post and This Week maga- 
zines. It's a campaign that tells millions of 
home-owners the vital story of adequate 
home wiring —and how to get it. It's a cam- 
paign that can put the full weight of national 
advertising prestige behind your own ade- 
quate wiring drives in your own area. Tie 
in with it now! 


You know this evil little fellow. He's ceus- 
ing the biggest headache in the electrical 
business today. He keeps your homeowner- 
customers from getting all the electrical 
power their appliances need. He keeps you 
from selling all the power you should. He's 
costing you and your customers thousands 
of dollars every year 


How can you run Skimpy Wiring out of your 


FREE! TIE-IN MATERIAL! 


Add punch to your own local drive for adequate 
home wiring! Send today for free reprints and 
poster-sized blowups of Kennecott's full-page 
Saturday Evening Post and This Week magazine 
ads. Get free copies of the educational booklet, 

The ABC of Home Wiring.” Ask for complimen- 
tary home wiring Wall Chart, mat service folder and 
list of at-cost prices for large-quantity orders of all 
material available. No cost or obligation! Just write 


SKIMPY WIRING Kennecoti Copper Corporation, Dept. P75, 161 


“Dead End” Kid of the Fast 42nd St., New York 17, N. ¥ 


Kennecott Copper Corporation 


Fabricating Subsidiaries: CHASE BRASS & COPPER CO. + KENNECOTT WIRE & CABLE CO. 














Frank McKown 


better home electrical wiring. 


wer companies would benefit from 


tie-in material for the campaign. 


Corrugated background gives 
identity to Hinde & Dauch ads 


manner. Results, in terms of new 
business and reports, 
were good. Starch reports indicate 
“read most” ratios consistently at or 
over 200 with our latest at 345. = 


realistic setting—retail store, ware- 


house, packaging room, etc. readership 


2. Associated the box with ordinary 
people—a retail clerk, 
industrial worker—whatever seemed 


By W. F. Westerhold . . Director of F housswite. 


lations, Hinde & Dauch, Sandusky 


= We used a corrugated back- to fit the particular box used. iniieeias tibial tienen thet 


ground in all ads in our campaign 
for corrugated packaging to height- 
en identification. 

Beyond this device for identifying 
Hinde & Dauch with the corrugated 
product, we maintained a uniformity 
in art treatment, type styles, layout 
and copy tenor that offers us the 
benefits of campaign continuity. 

We wanted to promote the com- 
pany’s skill in developing “special- 
ized corrugated boxes,” but it 
seemed important to translate the 
“specialized” into “unspecialized” 
terms. To do this we: 


1. Put the box in an ordinary and 
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3. Headlined the ads with realistic 
quotations that might very logically 
come from the people illustrated. 


All this, we felt, gives the ads 
extra believability and it also gives 
the specialized box a less “exclu- 
sive’ connotation and emphasizes its 
adaptation to basic packaging prob- 
lems. 

Our case history approach de- 
mands that we tell how the H&D 
box benefits its user, but permits us 
to ignore the technical details of the 
box, thus keeping our story short. 

We aimed to present our story in 


a realistic, honest and interesting 


drive, identifies company ads 


By Frank B. McKown .. Vice-president 
and assistant sales manager, Kennecott 


Sales Corp., New York 


® The award-winning Kennecott 
campaign is part of our national 
promotion on behalf of adequate 
wiring. It is a well known fact that 
something like 80% of U.S. homes 
are not adequately wired. 

Our campaign on behalf of the 
electrical industry is in two parts. 
First, our consumer campaign tells 
American home owners about the 
troubles caused by inadequate wir- 


ontinued on page 159 
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Awards of merit. . 


Div. 1 .. 1. Ador Sales, Inc., Los Angeles; 2. Owens-Corning Fiberglas C 
Div. 2 . . Burndy Engineering Co. (not shown); 4. Addo Machine Co., New York; 5. Blue 
Div. 3 . . 6. Schield Bantam Co., Waverly, Ia.; 7. Lewis-Shepard, Watertown, Mass.; 


Div. 4 .. 9. Agricultural Div., Nopco Chemical Co., Richmond, Cal.; 10. Chemical Div., 
hesives & Coatings Div., Minnesota Mining & Mfg. Co., Detroit. 


Div. 5 .. 12. Reynolds Metals Co., Louisville; 13. Timken Roller Bearing 


Div. 6 . . 15. Railway Express Agency, New York; 16. Organic Chemical Div. 
Equipment Suppliers Association, Houston, Tex. 








By Milton Moskowitz 


® Sales opportunities in overseas 
markets are growing. They are 
growing particularly fast for the in- 
dustrial products manufacturer. 

Countries around the world are 
today going through the early stages 
of industrialization. They are, there- 
fore, becoming prime prospects for 
the machinery needed to turn the 
wheels of industry. Top manage- 
ment in a number of industrial 
companies is earmarking this area 
for special attention. 

Those companies with long experi- 
ence in international marketing have 
stepped up their activities. Compa- 
nies which previously had little in- 
terest in learning the intricacies of 
overseas selling are having a change 
of heart. A straw in the wind: the 
American Management Association 
has just set up a new division, the 
International Management Associa- 
tion. IMA began its activities with a 
special conference on “Managing 
Foreign Operations” at the Hotel 
Roosevelt in New York, April 30- 
May 2. The conference will be sup- 
plemented by five workshop semi- 
nars, scheduled between May 14 
and June 15. 


Old hand at export. . This new 


interest in building foreign sales 
comes as no surprise to Interna- 
tional General Electric Co., a di- 


vision of General Electric, with 
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How GE sells 
overseas 


Foreign morkets for U. S. industrial 


goods are growing fast. Here’s how General 


Electric, an old hand at foreign trade, 


promotes and sells in the export market 


headquarters in New York. I.G.E. 
has a long jump on the field. Its 
operation dates back to the end of 
the 19th century, when General 
Electric began selling electrical 
equipment abroad. I.G.E. was es- 
tablished as a separate division in 
1919 to handle export sales and to 
supervise manufacturing and selling 
activities in foreign countries. 

I.G.E. business has grown along 
with the expansion of foreign 
markets. Its sales in 1955 hit a new 
“record” and the company says 
“1956 is expected to exceed even 
these records.” 

What does I.G.E. mean to GE? 
Well, GE spokesmen conservatively 
estimate foreign sales at “well over 
$200,000,000.” A less conservative 
estimate places foreign sales at 10% 
of total GE volume. And the great- 
est portion of this foreign business 
comes from the sale of heavy indus- 
trial equipment. 

I.G.E. is entrusted with the task 
of selling overseas some 200,000 dif- 
ferent GE products. The full line 
ranges from giant generators to tiny 
light bulbs. GE makes 10,000 differ- 
ent kinds of bulbs. I.G.E. derives 
the bulk of its dollar volume from 
exports of heavy goods which are 
manufactured wholly in the United 
States. GE’s atomic power equip- 
ment department, for example, will 
soon go into operation at San Jose, 
Cal., and one of its first jobs will 
be production of a 3,000-kilowatt 


atomic reactor for Spain. This is the 
first U.S. manufactured reactor to 
be supplied to Europe. 

But I.G.E. markets the GE line in 
a variety of ways in addition to the 
straight export route. It oversees six 
foreign manufacturing operations— 
in Mexico, Argentina, South Africa, 
Brazil, Uruguay and Turkey. In 
each of these countries the I.G.E. 
branch is a big business in its own 
right, turning out a wide range of 
consumer and industrial products. 

In other countries, I.G.E. has in- 
vestments in local enterprises. For 
example, it owns a good chunk of 
English Electric, leading British 
electrical concern, competing with 
the General Electric Co. of England 
—no relation to the GE of this coun- 
try. In a few countries, L.G.E, also 
has licensees manufacturing specific 
articles according to GE specifica- 
tions. 


Divide and sell . . In line with 
GE’s new emphasis on decentraliza- 
tion, I.G.E. recently divided the 
world into 136 market areas. For- 
eign sales territories were previous- 
ly divided by country, but this was 
found to be unrealistic. Other or- 
ganizational changes in I.G.E. mar- 
keting are in the making. 

With the great expansion in over- 
seas sales potential and with in- 
creasing competition from both for- 
eign and American exporters, I.G.E. 
is seeking more efficient ways of 





marketing its products overseas. 
New techniques, now under consid- 
eration, will probably be put into 
effect before the end of the year. 
One possibility is the appointment 
of product managers for interna- 
tional operations, a la the new mar- 
keting setup in the domestic com- 
pany. 

I.G.E. routes its export sales 
through a world-wide network of 
distributors who are given direction 
but who are allowed a good deal of 
freedom of action. They may, for 
instance, select their own advertis- 
ing agencies. Grant Advertising is 
the headquarters agency for I.G.E. 
It handles export advertising out of 
New York and its branch offices 
work on the account in many coun- 
tries. In some cases, however, dis- 
tributors have another agency. The 
Mexican subsidiary, for example, 
uses Young & Rubicam. 

International marketing has prob- 
lems which are unique to it. An in- 
dustrial ad manager in the United 
States does not have to worry about 
such matters as dollar exchange, the 
price of coffee beans, financing of 
sales, delivery dates, political up- 
heavals. All of these factors are of 
vital concern to George Kendall, ad 
director of I.G.E. 

If the price of coffee goes up a 
penny, it can mean dollars in the 
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bank to I.G.E., as Brazil and Co- 
lumbia may then be able to buy 
transformers, turbines or diesel lo- 
comotives. If sugar prices rise, I.G. 
E. may be able to install new power 
plants in Cuba. Credit terms and 
delivery dates are especially impor- 
tant in making a foreign sale. I.G.E. 
will work with foreign governments 
and industries in arranging loans 
from the Export-Import Bank in 
Washington. 


Two-way advertising .. Given 
these specialized conditions, what 
type -of advertising program will 
help to sell industrial goods abroad? 
I.G.E. bases its program on a semi- 
institutional approach designed to 
establish the GE name as synony- 
mous with electronics leadership. 
Since I.G.E. uses international me- 
dia, that is, magazines which circu- 
late in many countries, ads must 
perform the difficult feat of being 
general and specific at the same 
time. They must be _ generalized 
enough to cover varying conditions 
and yet describe specific products. 

For example, an international ad 
will not depict switchgears because 
the GE plant in Brazil does not 
make this product and such an ad 
will only be helping competitors in 
that country. A favorite device is 
an ad showing how GE equipment 


EL MATERIAL G-£ CONTRIBUYE AL DESARROLLO INDUSTRIAL DE FORMOSA 


Weesiros protec tos tan mde 8 de mrogerse 
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was used to set up a power plant in 
a specific country. Ads will fre- 
quently have a_ public relations 
character, explaining how’ GE is 
contributing to industrial and social 
progress in a country. All ads carry 
the theme used by GE in this coun- 
try: “Progress Is Our Most Impor- 
tant Product.” 


Crucial problem . . Although in- 
ternational marketing is a special- 
ized affair, I.G.E. admen are quick 
to point out that you don’t have to 
start from scratch. There is no rea- 
son to believe that a copy idea 
tested in the United States will not 
work anywhere. A more crucial 
problem in international advertising 
is: How do we communicate our 
message? 

Effective media for the promo- 
tion of industrial goods are practic- 
ally non-existent 
United States. There are exceptions, 


outside of the 


of course. Countries in Europe and 
in the sterling area do have a good 
business press—but these are sec- 
ondary markets for I.G.E. and most 
American industrial exporters. Their 
market is Latin 
potential 


main overseas 


America and to reach 
buyers there exporters rely pri- 
marily on the business papers pub- 
lished in the U.S. and circulated 
abroad. 


| - i 
El nuevo oscilografo G-E para uso general 
es facil de manejar y conservar 
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Right combination . . Full-page ad in Life International (left) carried institutional message on how electricity 


pleasant, benefits country’s economy. Ad in center used case history approach to sell GE heavy generating eq 
can utilities, but it also had institutional touch, told how giant turbogenerator helped build over-all economy. G 


ly product sell as it introduced new GE oscillograph, told how it could be used by industry. 
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marine, shipbuilding, printing, etc. 
To reach oil engineers in South 
America, I.G.E. runs a campaign in 
Petroleo Interamericano, alternating 
the ads in English and Spanish. To 
promote equipment used by the 
sugar industry, I.G.E. uses El Mun- 
do Azucarero, a monthly sugar 
magazine published in Spanish and 


SS Eclipse proves economy, dependability 
of its G-E equipment 


G-£ engineering skill assures long-term reliability for afl marme electric apparetus 
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Progress 's Our Mest Important Product 
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For ships . . Black-and-white spread i 


internationally, shows extensive use 


Incidentally, this lack of suitable 
local media places increased em- 
phasis on such techniques as direct 
mail and direct selling. I.G.E. says 
its distributors do much more per- 
sonal calling on prospects than a 
distributor in the U.S. 

The audience I.G.E. tries to reach 
abroad differs somewhat in makeup 
from the audience sought for do- 
mestic industrial ads. In addition to 
purchasing agents and 
managers, I.G.E. 
reach bankers, government leaders, 
directors of nationalized industries 
and officers of government-owned 
utilities. L.G.E. sells a lot of equip- 
ment to utilities and since in most 


engineers, 


company must 


cases these are nationalized opera- 
tions, the importance of reaching 
government people is obvious. 
Thought leaders represent another 
important target for overseas ad- 
vertising. 


Three examples . . To see how it 
works in practice, let’s run through 
current LG.E. campaigns, 
placed out of Grant Advertising, 
New York. The industrial products 
campaign can be divided into three 
broad groupings, as follows: 


some 


1. Public utilities. A series of six 
black-and-white bleed ads, each 
presenting a case history of an in- 
stallation for a utility. A different 
country is featured in each ad. Pow- 
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er plants in Venezuela, Spain and 
Formosa are among those covered. 
Ads are directed at a horizontal au- 
dience: government administrators, 
utility directors, thought leaders. 
The Pacific edition of Newsweek, 
Latin American edition of Time, 
Servicios Publicos and Vision are 
used. In addition, I.G.E. places this 
campaign in local media: 
Revista Mexicana Electricidad, a 
Mexican publication, and three busi- 
ness papers published in Spain: 
Dyna, Luz Y Fueraz and Metalurgia 
& Electricidad. 


some 


2. Industrial products (turbine, gen- 
erators, centrifugal motors, etc.). 
Campaigns are directed at specific 
industries: oil, sugar, steel, mining, 


oe Portugese. World Mining is used to 


sell mining engineers on GE equip- 
ment. 

In the steel business, I.G.E. has 
found a dearth of publications di- 
rected to this specific field, largely 
because steel industries are not very 
well developed abroad. As a result, 
it reverts to its horizontal approach, 
using publications such as Time In- 
ternational, Vision and Management 
Digest, recognizing that it is buying 
some waste circulation. 


On the other hand, ILG.E. has 
found effective media overseas to 
reach the marine and shipbuilding 
industries. It runs schedules in 
Hansa, a German business paper, 
Shipbuilding, a Dutch magazine, 
Shipping Gazette, which covers 
Scandinavia, Shipping News, a Nor- 
wegian publication, and Marine En- 
gineering, a British magazine. 


3. Component parts (electrical in- 
struments, meters, welding equip- 
ment, road-building equipment, 
street lighting, etc.). Regular sched- 
ules run in such international pub- 
lications as El Exportador Ameri- 
cano, El Exportador Americano In- 
dustria, Ingenieria Internacional 
Construccion, Ingenieria Interna- 
cional Industria and Revista Indus- 
trial. These are more of the “nuts 
and bolts” type of ads. 





= American export sales are 
pushing new highs. 

The United States Department 
of Commerce reports that com- 
mercial exports in 1955 reached 
$14.2 billion, an 11% 
1954. 

Of this total, capital goods ac- 
counted for $3.8 billion. 

Marshall M. Smith, deputy as- 


commerce 


gain over 


sistant secretary of 





Up, up, up! 


for international affairs, recently 
made some interesting 30-year 
comparisons. He pointed out that 
capital goods exports have in- 
creased in value by 400% since 
the 1926-30 period. 

He added that if we allow for a 
50% higher price level in 1955, 
we can still say that the volume 
of capital goods exports has 
tripled since the late ’20s. a 











Publicity backstop . . Backstop- 
ping the I.G.E. advertising effort is 
a broad-gauge publicity and public 
relations program designed to regis- 
ter such basic messages as the fol- 
lowing: (1) General Electric is a 
good citizen; (2) General Electric 
makes products of outstanding value, 
and (3) General Electric is a world 
leader in research and engineering 
as epitomized by “Progress Is Our 
Most Important Product.” 

In 1956, I.G.E. will be laying par- 
ticular stress on the advantages 
foreign buyers get from “one- 
source buying and project coordina- 
tion.” Prospects will also be told 
how “GE field-service engineering 
helps you supervise installation, ex- 
pedite start-up and provides fast 
and standby service in case of 
emergencies.” 

And this year, as in the past, I.G. 


E. will bend its promotional efforts 
to tell its story in terms of the con- 
tributions it makes to a foreign 
country’s economic and social wel- 
fare, not only because of the job a 
GE product does, but in such aspects 
as GE’s employment of nationals 
and its educational training pro- 
grams for foreign personnel. Still 
another broad and important ob- 
jective is to gain recognition for GE 
“as a stable, continuing supplier of 
capital goods for industrialization 


rather than a fair-weather sup- 


plier.” 


Trade fairs are okay, but .. 
I.G.E. participates in trade fairs the 
world over and will continue to do 
so, although it is not overly enthu- 
siastic about this medium as a sales- 
producer. The best industrial fairs, 
from the standpoint of sales results, 
are those held in Europe and this is 
not 1.G.E.’s big market. 

In Latin America, where I.G.E. 
has a big stake, trade fairs are not 
highly regarded, and the same is 
true for the Far East. I.G.E. enters 
these overseas exhibitions mainly 
for prestige reasons. As a spokes- 
man explained to IM: “If you go in 
there with a big exhibit, they think 
you are a big company. If you have 
a small show, they think you are a 
small company.” * 





Advertising rogue’s gallery . . 


old ad mgr. 


new ad mgr. 


production mgr. office mgr. 


receptionist 


art director space buyer 


office boy agency pres. 


copy chief account exec. 


Courtesy of NIAA, Chicago chapter’s monthly _ publicatior 





CHART A 
EFFECT OF SIZE, COLOR & BLEED ON “NOTED” SCORES 


LEGEND 


cost & READERSHIP EFFICIENCY 
INDEX INDEX INDEX 


ONE PAGE BLACK & WHITE = 100 
PERCENTAGES IN PARENTHESES ARE AVERAGES FOR THE GROUP 









































Two-Color Spread 
(34.6% ) 
112 Ads 


Two-Color Page 
(21.7%) 
630 Ads 


Black-&-White Page 
(22.3%) 
700 Ads 


B-&-W 2/3 Page 
(15.6%) 
83 Ads 


Ad efficiency .. With b&w, one-page ad as base (100), chart shows ad readership goes up automatically with use of larger space 


it advertising efficiency (based on cost related to readership) goes down as larger space, color are used 


Product interest, foo. . 


How does color, 


size 


affect ad readership ? 


By J. Wesley Rosberg 
Director of Research 


The Buchen C 


vhicag 


# For a number of years the Bu- 
chen Co. has resisted pressures to 
disclose the results of its long-term 
studies on readership of industrial 
advertising. There was some aware- 
ness that these studies would cast 
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A study of advertising readership is not something you can dream 


up overnight. It takes testing, expanding of samples, repeated 


reassurance of validity. Here is how one study was done... 


some new light on the relative val- 
ues of color and large space as well 
as on how such things as size of 
pictures, length of headline, copy 
length, etc., contribute to reader- 
ship ratings. 

Our reluctance to tell this story 
was not so much an attempt to 
“guard the family secrets” as it was 
a desire to wait until we had suc- 
cessfully applied our study findings. 


and some of the results. 


It is one thing to develop a theory in 
which you have utmost confidence 
based on exploratory research; it is 
another thing to develop the means 
of communicating this theory to 
others and finally having the theory 
proven out. 

Just about the time we had com- 
pleted what to us was a logical cycle 
in the development and proving of 
our readership program, the pub- 





lisher and editors of IM all but de- 
scended on us en masse and insisted 
that we agree to write this series 
for their editorial pages. 

Whenever a research man _ has 
dared to suggest that through sta- 
tistical procedures he has uncovered 
certain principles that will contrib- 
ute to more effective advertising, a 
hue and cry has risen from creative 
men that we are trying to invade 
their private preserves. 

The two phrases that typify the 
* creative man’s lament are “You’re 
trying to stifle creative ability” and 
“Research never wrote an ad.” 

I am happy to state that not only 
have I been able to survive such 
taunts but today there are quite a 
number of artists and copywriters 
whom I can number among my 
closest friends. 

This is so because we have not 
attempted to stifle creativity nor, as 
yet, have we written any ads. In- 
stead, we have demonstrated to the 
creative staff of our agency that 
what we call the “elements of well 
read ads” do not put a fence around 
the creative man but actually offer 
new challenges to his thinking and 
imagination. 

Almost equally important is the 
fact that we have found that the ap- 
plication of these principles has 
made an important contribution to 
cutting the costs of preparing space 
advertising. Ironic as it may seem, 
we found that the very things that 
tend to increase mechanical costs 
in ad preparation tend to decrease 
ad readership. 


A start on data .. Our venture 
into the field of readership research 
on industrial advertising began 
early in 1947 when we had obtained 
the first raw data on which such 
a study could be made—a total of 
eight Starch reports on Factory 
Management & Maintenance and 
Power, covering 803 ads. 

This first study was limited as to 
the number of elements we exam- 
ined. It was concerned mainly with 
size of space and the use of color 
and bleed; relative position in the 
book, back to front and whether 
the 2/3-page and full-page ads ap- 
peared on left or right hand pages. 

In terms of what information was 
available about industrial advertis- 
ing effectiveness in 1947, the most 





This is the second in a 
series of articles on the vital 
subject of advertising reader- 


ship. 











significant finding had to do with 
the relative value of the use of a 
second color, bleed and/or large 
space. Table 1 shows the number 
of ads studied in each size and color 
group, together with the average 
“Noted” cost ratio for each group. 

Here was our first indication that 
ad readership did not necessarily 
increase as color was added and 
space used became larger. It should 
be immediately apparent to the 
reader why we did not rush into 
print with these “significant” find- 
ings. With the exception of the 
black-and-white page and_ two- 
color page ads, the size of the sam- 
ple in each group was so small as 
to cast serious doubt on the validity 
of our findings. 

We were enough intrigued by the 
possibilities of this study, however, 
to schedule a second analysis as 
soon as the availability of staff time 
and a sufficient number of addition- 
al reports would permit. 

Prior to the starting of our second 
study we decided to expand the 
number of elements to be studied, 
beyond those few mechanical fac- 
tors considered in our first attempt. 
It was agreed that we should ex- 
plore various methods of handling 
the illustration and the headline, 
plus a simple analysis of the effect 
of length of copy. The most signifi- 
cant addition was a breakdown of 
ads into product classifications. The 
classifications chosen were geared 
primarily to our own client inter- 
ests. 


Explainable percentages . . This 
second study covered 1,768 ads in 11 
issues of Factory and seven issues 
of Power. From a research tech- 
nique standpoint the most signifi- 
cant change was to base our analy- 
sis on percentages rather than on 
cost ratios, because the former were 
easier to explain to those not too 
familiar with the Starch reporting 
methods. 

In analyzing size and color treat- 
ment, as shown in Chart A it was 
necessary to weight costs back in 
and create an efficiency index. For 
this purpose, the one page b&w ad 
was used as the norm, with an in- 
dex of 100. The cost index was then 
determined for other ad sizes by 
dividing the average cost of the 
given ad size (over the time period 
studied) by the average cost for a 
page b&w ad. For example, b&w 
page cost was $468, and two-color 
page cost was $540, therefore: 


Cost of 2-color 
page ($540) 2-color page 


cost index (116) 


Cost of béw 
page ($468) 


Similarly, the readership indexes 
were obtained by dividing average 
“Noted” percentage for a given size 
by the average “Noted” percentage 
for a page b&w ad. 

Finally, the efficiency index was 
determined by dividing the reader- 
ship index by the cost index. For 
two-color page ads the figures were 
as follows: 


Readership Index (97) 
oe Efficiency Index (84) 
Cost Index (116) 


From Chart A it will be seen that 
we began to get additional confir- 
mation of the fact that readership 





Table 1. Results of the first study of Starch reports 


Size Color 
2/3 P. béw 

Page béw 

Page béw Bleed 
Page 2 Colors 


Page 2 Color Bleed 


2 Page béw 
2 Page 2 Color 
All Others — 


Total Ads 


Average Noted 
Number of Ads Cost Ratio 
31 118 
328 116 
18 139 
305 101 
34 89 
14 92 
39 78 
34 — 


803 
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CHART B 


INDEX OF “NOTING” BY PRODUCT CLASS IN “FACTORY” 


NUMBER 
PRODUCT OF 
CLASS ADS 


Materials 
Handling . 


Shipping 
Materials 


Valves, Fittings, 


Manufacturing Supplies 
and Equipment ........163 


Instruments and 
Controls 


Plant Maintenance, 
Supplies and Equipment 256 


Power Transmission 
Equipment 


Iron, Steel and 
Other Metals . 





Product pull . . Chart shows rel 


researchers take int 


did not increase directly as cost in- 
creased through the addition of 
color or through the use of larger 
space. (Note: Chart A has been 
largely excerpted from the actual 
chart appearing in our study. The 
same relative variations were found 
to hold true in other classifications, 
such as two-page, b&w, two-color 
bleed, etc. More comprehensive data 
on this point will be reported later 
in this series, based on a larger and 
more statistically reliable sample.) 

At this point I am mainly inter- 
ested in illustrating the lengths to 
which we went in establishing our 
confidence in the values of this ana- 
lytical work. A later article will re- 
port the most significant findings 
from a broader study. This will in- 
clude data on how various ad treat- 
ments contribute to higher scores. 


Product interest vital . . One 
other aspect of this second study 
does warrant consideration. As was 


previously noted, ads were grouped 
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INDEX 


PRODUCT 
CLASS 


Motors, Engines 
and Turbines 


Miscellaneous 


Air Compressors 


and Pumps 


Machine 


Lubricants and 
Solvents 


Air Conditioning 
Fans and Blowers. . 


Power Plant 
Equipment 


according to product class. Chart 
B shows the relative “Noted” in- 
dex for each of the 15 classifications 
into which the ads in the sample 
were grouped. This ranking applies 
only to those ads which appeared 
in Factory. A breakdown 
was made for ads in Power. In this 
case, the index was based on cost 
with the average for the 
classification getting the highest 
readership (in this case, materials 
handling equipment) being equal to 
100. All other classifications had 
relatively lower readership, on the 
average, as indicated by the lower 
index numbers. Thus we first saw 
the tremendous effect that product- 
reader- 


similar 


ratios, 


interest levels exerted on 
ship scores. 

In 1949 we made our third study 
with a highly selected sample of ads 
from Power magazine. Our purpose 
was to learn whether if we elimi- 
nated the variable of product class 
(which had been shown to greatly 
affect the level of ad readership) 


NUMBER 
OF 


ADS INDEX 


77 





we would find the same relative 
values for size, color, bleed and 
position, as obtained in our earliest 
studies. This third study was based 
on an analysis of 327 advertisements 
on valves, piping and fittings as one 
group, and 173 ads on motors, en- 
gines and turbines as a_ second 
group. 

The results of this analysis were 
such as to indicate that the princi- 
ples we had begun to develop were 
cutting across product classifications. 
For the first time, then, we felt 
enough confidence in our studies to 
circulate our findings to our own 
creative people. The application of 
some of the findings began to filter 
slowly into the product of our 
agency. 

In 1951 we were afforded a new 
and different method of validating 
our study findings. At that time we 
had available to us four readership 
studies, on as many industrial pub- 
lications, that had been made under 
the supervision of the Advertising 





Research Foundation. Like many 
others, we had some reservations 
with respect to the reliability of the 
Starch samples, due to their small 
size (100 interviews per issue) and 
the fact they were built from quota 
sampling methods. 

By contrast, the samples used in 
the ARF studies were larger, and 
more statistical controls were used 
in their selection. Furthermore, a 
more exact method for screening 
claimed readers was used by ARF. 

With the objective of testing the 
reliability of the Starch samples, 
then, we made a comparative analy- 
sis of our Factory and Power stu- 
dies with the four ARF studies, on 
as many points as the sizes of sam- 
ples in the ARF studies would per- 
mit. Table 2 has been excerpted 
from this study to show the degree 
of confirmation that we got from 
this report. It will be seen that, 
with the exception of the study on 
Chemical Engineering, the findings 
from the ARF studies were almost 
completely parallel with those ob- 
tained from the Starch studies. This 
same degree of confirmation was 
obtained on other points analyzed. 
It is interesting to note, also, that 
Chemical Engineering departed 


Table 2. Noted efficiency indexes for various ad treatments 


in selected publications 


Factory 


Size & Color & Automotive 


Treatment Power Industries 


Page béw 100 100 
Page 2-Color 84 77 
Page 2-Color, Bleed 75 81 
Two Page 2-Color 67 -— 
2/3 Page, béw 106 148 
Average for b&éw Page Ads 


American 


Chemical 
Engrg. 


Anierican 
Builder Machinist 
100 100 100 
86 90 108 
79 83 108 
54 64 62 
124 112 92 


100 for each publication 





from the pattern in other 
respects. 

Despite the misbehaviors of the 
Chemical Engineering study we 
were willing to accept this test as 
an indicator of the positive usability 
of the Starch data for the purposes 
to which we were putting this par- 
ticular data. 


many 


Conclusions . . At this point we 
had reached two important general 
conclusions: 


1. Readership does not increase in 
direct proportion to the increased 
cost of additional color or the use 
of larger space. 


2. The readership levels of indi- 
vidual campaigns should be meas- 


ured against the level of interest 
for the product class, not against 
the book average. 

Now our job was to determine 
how to increase the readership of 
our clients ads, as against competi- 
tors, based on an analysis of ad 
elements. 

The next step in our readership 
research program then was an analy- 
sis of 5,000 ads in a single publica- 
tion. This analysis covered a vastly 
expanded list of points and ulti- 
mately led to a broad statement 
with respect to some principles that 
make for more effective industrial 
advertising. 

The findings from this 5,000 ad 
study will be discussed in the next 
article in this series. 6 





SERVICE 


Find sales secret 
for industrial 
distributors 


= “Put the product in a shape the 
customer can use” could well be a 
profitable motto for all industrial 
distributors. 

At least it’s been profitably used 
by the Irving B. Moore Corp., Bos- 
ton, jobber and fabricator of me- 
chanical rubber goods. 

Quick service is one of the funda- 
mental rules at the company. 

“But this does not only mean 
having a large stock,” says Paul B. 
Moore, president of the company. 
“It means having equipment to make 
the material in stock usable.” 

That’s where Moore’s special 
products come in. Those special 
vroducts include rubber O-rings, 


which Moore makes from its sup- 
plies of round rubber stock into O- 
rings in lengths and diameters and 


Special service . . Making special- 
size O-rings builds business for Moore. 


in quantities that primary manufac- 
turers find unprofitable. 

The company also cuts special 
shapes from its sheet rubber stock, 
using inexpensive steel 
Another compounding 
special rubber, making use of tech- 
nical assistance from rubber chemi- 


rule dies. 


service is 


cals manufacturers and from tech- 
nical publications. 
The company 
experience to give engineering ad- 
vice on rubber problems. And it is 
on the lookout for special problems 
that can be solved by slight modifi- 
cations of standard items. 
Standard, factory-made items, 


makes use of its 


such as hose, account for 80% of 
Moore’s sales. But Mr. Moore points 
out that the special products, which 
make up 20% of sales, and the spe- 
cial services help sell the standard 
stock, thus building profit for both 
the distributor and the manufac- 
turers whose lines the company 
handles. 





214 biggest advertisers listed . . 


More industry dollars are going 
for business paper ads: ABP 


# The biggest spenders in industrial advertising are 
spending more of their ad dollars on business paper 
space, according to the Associated Business Publications’ 
fifth annual study of leading business paper advertisers. 

The study shows that 16 companies spent more than 
$1,000,000 each for business paper space during 1955, 
and 214 advertisers—37 more than in 1954—spent $175,- 
000 or more. 

General Electric Co. tops the survey for the fifth 
straight year, with a $3,793,000 expenditure in business 
papers in 1955, $393,000 more than in 1954. 

The next four top business paper advertisers were 
General Motors ($2,276,100), Allis Chalmers ($1,945,900), 
DuPont ($1,919,700) and Allied Chemical & Dye ($1,700,- 
000). = 

The ABP estimates that $390,000,000 was invested in 
business paper space last year. Of this total, the 214 
companies in the $175,000-and-up category spent a total 
of $92,163,791—23.7% of the grand total. 

The ABP analyzed returns from companies spending 
$50,000 or more on business publication space and found 
that the average 1955 budget for business advertising 
was $181,222. 

The ABP survey was sent to 2,500 companies. And 
returns were received from 1,281. 

The ABP has published a booklet listing the 1,281 
companies and telling how much each spent. The booklet 
is available at $3 a copy from ABP Headquarters, 205 E. 
42nd St., New York 17, N. Y. 

The ABP tabulation of advertisers spending $175,000 
or more in 1955 follows. Asterisks indicate estimates. 


’55 average for business 
paper advertisers spend- 
ing $175,000 or more 
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Company 


General Electric Company 

General Motors Corp. 

Allis Chalmers Mig. Co. 

E. I. du Pont de Nemours & Co., 
Inc. 

Allied Chemical & Dye Corp. 

U. S. Steel Corp. 

Westinghouse Electric Corp. 

Union Carbide & Carbon Corp. 

Johns-Manville Corp. 

U. S. Rubber Co. 

Republic Steel Corp. 

Timken Roller Bearing Co. 

Minneapolis-Honeywell Regulator 
Co. 

American Cyanamid Co. 

Abbott Laboratories 

Ciba Pharmaceutical Prod. Inc. 

Caterpillar Tractor Co. 

Eastman Kodak Co. 

Westinghouse Air Brake Co. 

B, F. Goodrich Co. 

Bendix Aviation Corp. 

McGraw-Hill Publishing Co. 

Merck & Co., Inc. 

Dow Chemical Co. 

Colorado Fuel & Iron (including 
Roebling) 
Colorado Fuel & Iron 
John A. Roebling’s Sons Co. 

Eli Lilly Co. 

Minnesota Mining & Mig. Co. 

Goodyear Tire & Rubber Co. 

Radio Corp. of America 

Inland Steel Co. 

Borg-Warner Corp. 

International Harvester Co. 

Reynolds Metals Co. 

American Chain & Cable Co. 

Winthrop Stearns Inc. 

Chrysler Corp. 

Bethlehem Steel Co. 

Smith, Kline & French Labs. 

Chas. Pfizer & Co. Inc. 

H. K. Porter Co., Inc. 

Anaconda Company 

Owens-Illinois Glass Co. 

Pittsburgh Plate Glass Co. 

Time, Inc. 

Food Machinery & Chemical 
Corp. 

Monsanto Chemical Company 

Hercules Powder Co. 

Sinclair Refining Co. 

Ingersoll-Rand Company 


1955 


$3,793,000 


2,276,100* 
1,945,900* 


1,919,700° 
1,700,000 
1,617,800 
1,260,000 
1,246,600° 
1,109,900* 
1,100,000 
1,081,800° 
1,075,500* 


1,020,500* 
1,015,000 
1,011,000 
1,000,000 
988,900° 
950,000 
916,800* 
911,300* 
891,100 
880,000 
835,000 
795,000 
785,500* 


764,500 
762,000 
726,700 
702,000* 
685,900* 
675,000 
667,000 
650,000 
646,800* 
641,700° 
636,500° 
592,000 
590,000 
589,500* 
586,500 
585,000 
565,000 
553,000 
550,000 


525,100 
524,000 
523,200* 
505,400 
500,900° 


1954 


$3,400,000 


2,301,400° 
1,967,500* 


1,941,100° 
1,260,000 
1,558,100 
1,177,000 
1,260,500° 
1,122,200° 
1,200,000 
1,093,800° 
1,087,500° 


1,031,900° 

1,022,900* 
980,000 
645,000 


1,650,000 


950,300* 
1,109,800 
720,000 
883,100° 
569,000* 


362,800* 
413,400* 
745,100 


757,800* 
732,000° 
677,800° 
643,000 
620,000 
420,000 
674,500* 
669,100* 
663,700° 
810,700* 
376,000 
614,700° 
415,500 
516,000 
876,800* 
475,000 
435,900° 


375,000 
569,000 
300,000 
475,400° 
495,000° 





Company 


Aluminum Co. of America 

Crucible Steel Co. of America 

Joh & Joh sacks 

Kaiser Aluminum & Chem. Corp. 

Link-Belt Co. 

Worthington Corp. 

Clark Equipment Co. 

The Warner & Swasey Co. 

Carborundum Co. 

Rohm & Haas Co. 

American Radicior & Standard 
Sanitary Corp. 

Bucyrus-Erie Co. 

Curtis Publishing Co. 

Armstrong Cork Co. 

Sperry Rand Corp. 

Baldwin-Lima-Hamilton Corp. 

Fairbanks Morse & Co. 

General American Transportation 
Corp. 

International Nickel Co. 

American Telephone & Telegraph 
Co, 

Celanese Corp. of America 

Texas Co. 

Jones & Laughlin Steel Corp. 

Crown Cork & Seal Co. 

Standard Brands, Inc. 

American Machine & Foundry 
Co. 

W. R. Grace Co. — Davison 
Chemical Co. Div. 

Rockwell Mig. Co. 

Harnischfeger Corp. 

Warner-Hudnut Inc. — Warner- 
Chilcott Lab. Div. 

Wagner Electric Corp. 

Gulf Oil Corp. 

Sylvania Electric Prod. Co. 

Blaw-Knox Co. 

National Distillers Corp. 

Cities Service Co. 

National Lead Company 

Norton Company 

Raytheon Mfg. Co. 

A. H. Robins Co. 

Mallinckrodt Chemical Works 

Babcock & Wilcox Co. 

Revere Copper & Brass Inc. 

Raybestos-Manhattan Inc. 

Halliburton Oil Well Cementing 
Co. 

Kennecott Copper Co. (including 
Chase Brass Co.) 

Electric Auto-Lite Co. 

Seagram Distillers Corp. 

Allen-Bradley 

A. O. Smith Corp. 

Cessna Aircraft Co. 

Miles Laboratories 

National Steel Corp. 

Procter & Gamble Co. 

National Cash Register Co. 

Atlas Powder Company 

Socony Mobil Oil Co. 

Thompson Products Co.—Ramsey 
Corp. Div. 





1955 


500,000 
500,000 
500,000 
500,000 
495,000 
470,000 
454,400° 
426,100° 
425,000 
425,000 


420,500° 
418,400° 
403,800 
400,000 
397,600 
397,500 
395,500° 


395,500° 
393,900 


392,100 
391,700* 
391,300 
387,500 
385,700* 
384,400° 


375,000 


373,000° 
370,800° 
370,000* 


369,200° 
369,000 
365,100° 
352,500° 
350,000 
350,000 
349,300" 
343,700 
341,200 
340,400 
338,000° 
336,100° 
330,000 
330,000 
329,000 


328,900* 


328,000 
325,000 
320,000 
319,700° 
312,000 
308,800° 
307,800 
305,500° 
302,900°* 
302,800 
300,000 
300,000 


299,800* 


1954 


512,500 
536,900* 
304,000° 
480,000 
521,100 
490,000 


421,200° 
293,800* 
450,000 


550,100° 
413,400° 
457,900 
360,800 


360,000 
390,800* 


390,800° 
387,900° 


350,000 
636,700° 
366,500 
297,000 
332,200° 
379,800° 


257,000° 


368,600° 
366,400° 


364,800° 
359,000 
360,800° 
348,300° 
610,000 
455,500° 
345,200° 
336,100 
360,000 
190,300° 
289,600° 
332,100° 
300,000 
275,000 
340,000 


325,000 


584,800° 
181,200° 
315,900° 
270,000 

266,000° 


301,900° 

299,300° 
1,200,000 

300,000 


296,200° 


$11,260,000 


The big five of business 
paper advertisers .. 
what they spent: ’53-55 


Company 
Stewart-Warner Corp. 
Armour & Co. 

Continental Can Co. 

Ford Motor Co. 

Ludman Corp. 

Corning Glass Works 

Crane Company 

Thomas A. Edison, Inc. 
Quaker Oats Co. 
Barber-Colman Co. 
Koehring Co. 

Standard Oil Co. of Indiana 
Standard Pressed Steel Co. 
I. T. E. Circuit Breaker Co. 
Koppers Co., Inc. 

U. S. Industries, Inc. 
Motorola Inc. 

National Cylinder Gas Co. 
U. S. Plywood Corp. 

Eaton Mfg. Co. 

American Brake Shoe Company 
American Motors, Inc. 


The Electric Storage Battery Co. 


Burroughs Corp. 

Chicago Pneumatic Tool Co. 
Stromberg Carlson Co. 

U. S. Gypsum Co. 

Rockwell Spring & Axle Co. 
Cincinnati Milling Machine Co. 
Gardner-Denver Co. 
Sundstrand Machine Tool Co. 
Towmotor Corp. 

Cummins Engine Co., Inc. 
Owens-Corning Fiberglas Corp. 
Standard Oil Co. of California 
Cutler-Hammer, Inc. 
Kimberly-Clark Corp. 

Ohio Brass Co. 

American Steel Foundries 
Sangamo Electric Co. 

Air Reduction Co. 

Oakite Prod. Inc. 

Pullman Co., Inc. 

Yale & Towne Mfg. Co. 
Dresser Industries Inc. 
Belden Mfg. Co. 

McGraw Electric Co. 


1955 
299,200° 
298,600° 
296,100° 
295,900° 
293,100° 
285,000 
285,000 
283,400° 
277,000 
273,300° 
273,000 
273,000 
270,000 
266,500* 
266,000 
263,000 
262,400° 
262,000 
261,000 
260,100° 
254,000 
253,600° 
253,000° 
250,000 
250,000 
250,000 
250,000 
249,600° 
248,000 
243,000 
241,500° 
241,500° 
241,000° 
240,000 
239,200 
235,000 
233,600° 
232,500° 
232,000 
232,000 
229,900 
226,000° 
225,800° 
225,000 
222,800° 
221,900 
221,600° 


1954 
295,700° 
802,000° 
292,600° 
292,400° 
289,600* 
246,000 
275,000° 
280,000 
267,000 
270,100° 
270,000 
285,000 
284,000 
263,300° 
668,700° 


226,000 


200,000 
257,000 
180,000 


250,000 


190,000 
315,900 


208,000° 
208,000° 
207,600° 


228,200 


201,200° 
200,300* 
230,000 


185,000 
194,700° 
194,500° 
253,000 
191,900° 


190,900° 
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Company 1955 1954 
National Elec. Products Corp. 220,900* 190,300° 
Wallace & Tiernan Co. 216,600° 186,600° 
International Business Machines 215,800° 185,900° 
Grinnell Company 214,000 320,000 
Robertshaw-Fulton Controls Co. 210,000 325,700° 
Wellington Sears Co. 210,000 210,000 
Whirlpool Corp. 210,000 
Excello Corp. 207,800° 
Frank G. Hough Co. 207,700° 
Hooker Electrochemical Co. 206,000 
American Viscose Corp. 205,000° 
Youngstown Sheet & Tube Co. | 203,900° 
The R. C. Mahon Co. 203,200 
The Stanley Works 202,000° 
Corn Products Refining Co. 200,200* 
American Can Compony 200,000 
Iowa Mig. Co. 200,000 
Jeffrey Mig. Co. 200,000 
Jenkins Bros. 200,000 
Kawneer Corp. 200,000 
Masonite Corp. 200,000 
McCall Corp. 200,000 
Mueller Brass Co. 200,000 
Scoville Mig. Co. 200,000 
Fruehauf Trailer Co. 199,800° 
The Visking Corp. 194,500 
Taylor Instrument Co. 194,400° 
Armco Steel Corp. 193,900° 
Rust-Oleum Corp. 193,200° 
Surface Combustion Co. 192,700° 
Veeder-Root, Inc. 192,300° 
Dayton Rubber Co. 190,000 
Otis Elevator Co. 190,000 
Gates Rubber Co. 189,200° 
Archer-Daniels-Midland 189,000 
Congoleum Nairn Inc. 188,900° 
188,000° 


$17,187,800 


179,000 
178,900* 


176,000 
175,600° 
183,900 


The big ten of business 
paper advertisers. . 
what they spent: '54-55 


182,000° 


190,000 
181,200° 


Company 1955 1954 
Black, Sivalls & Bryson, Inc. 185,000 185,000 
185,000 175,000 
185,000 
184,100° 
184,100° 
181,900° 
181,100° 
181,100° 
181,100° 
181,100° 
181,000 
180,900 
180,000 
178,800* 
178,200° 
178,200° 
176,700° 
175,700°* 


Chain Belt Company 
National Coal Association 
Brown & Sharpe Mfg. Co. 
Union Oil Co. 

Wyandotte Chemical 
Manning, Maxwell & Moore 
H. H. Robertson Co. 
Spang Rubber Prod. Co. 
White Motor Co. 

Hyster Co. 

General Mills Inc. 
Phillips Petroleum Co. 


225,000 


175,000 

214,800° 

Square D Company 

Tide Water Assn. Oil Co. 

Walworth Co. 

General Foods Corp. 

Carpenter Steel Co. 

Combustion Engineering Super- 
heater Co., Inc. 


Sun Oil Company 

Boston Woven Hose & Rubber 
Co. 187,200° 

Lockheed Aircraft Corp. 187,200° 

Wesson Oil & Snowdrift Sales 186,000 


Automatic Electric Company 185,800° 175,000 





Client calls 


All of Bowes goes 


= When Charles Bowes Advertis- 
ing, Los Angeles, visits clients, it 


clients were no less en- 


thusiastic. One advertising manager 


“With new clients and new em- The 
ployes, it’s too easy for people at 


does it up brown. 

The entire 18-man agency char- 
tered a bus to visit the plants of 
four of its clients—Axelson Mfg. 
Co., Brea Chemicals, Southwestern 
Engineering Co. and Beckman In- 
struments. 

The one-day, get-acquainted tour 
“was sort of an experiment in closer 
agency-client relations,” said Charles 
Bowes, agency president. 
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both places to think of the others in 
vague, somewhat impersonal terms 

particularly those holding down 
the all-important internal jobs,” 
Mr. Bowes said. 

When the trip was over, the senti- 
ments of the agency group were ex- 
pressed by a secretary, who said, “I 
had no idea our clients were such 
people—and such im- 


nice doing 


portant things.” 


thought so much of the idea he re- 
turned the visit—with his entire 
staff. 

“Judging from the enthusiastic 
response from our clients’ employes 
—as well as our own,” Mr. Bowes 
said, “we think the experiment was 
a real success.” 

He backed up this judgment by 
announcing that the agency plans to 
visit other clients in the future. & 





WHY THE 


WORKBOOK 


OF THE RAILWAYS IS THE 


ADBOOK 


OF THE RAILWAYS, TOO 


Railway Age... 


...L.is first with 
vital industry news 


oes 2: Carries most 
working information 


».. 3. carries most 
buying information 


2124, its readers 
have elected to read 


N° RAILWAY EXECUTIVE would buy a product or service if he could get 
the same thing for nothing. Sounds elementary, doesn’t it? All 
right, let’s put it another way... 

No railway executive would buy Raitway AGE if he could get the same 
thing for nothing. 








Put yourself in the shoes of a railway executive — depending on a flow 
of timely, authoritative information. You find these startling differences 
between Raitway AGE and the giveaway second magazine: 





¢ Over 90% of the major articles in RatLway AGE are “‘firsts’’ 
or “exclusives.” 

¢ Raitway AGE carries more than twice as many working information 
pages as the No. 2 magazine. 

¢ Raitway AGE carries more than a quarter more buying information 
(advertising) pages than the No. 2. 

Result — Raitway AGE readers spend good money so they can spend 

good time reading the editorial and advertising pages of RAILWAY AGE. 








Now put yourself in the shoes of an advertiser... 





You find Raitway AGE is read by real honest-to-goodness readers who 
sign renewals and write checks — readers to whom RAILWAY AGE is 
essential—“The Workbook of the Railways.” And not only is RAiLway AGE 
the only industry-wide magazine with a paid audited circulation — by 
contrast the circulation of the second magazine isn’t even verified. 

Then you see why Raitway AGE is “The Adbook of the Railways”, too! 


SIMMONS-BOARDMAN PUBLISHING Corp., 30 Church St., N. Y. 7, N. Y. 


®@ 


RAILWAY AGE|Workbook of the Railways 
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Are you interested 


in advertising any one of these? 


LL 
4 


AIR CONDITIONING, HEATING, VENTILATING EQUIPMENT MATERIALS FOR PRODUCTION 

BUILDINGS, BUILDING MATERIALS & SERVICES MECHANICAL RUBBER GOODS 

MAINTENANCE TOOLS & SUPPLIES PACKAGING & SHIPPING MATERIALS 

ELECTRICAL EQUIPMENT PAINTS, PAINTING EQUIPMENT & PRODUCT FINISHES 
TRAINING, SAFETY & EMPLOYEE WELFARE SUPPLIES POWER GENERATION AND DISTRIBUTION EQUIPMENT 
INDUSTRIAL PLANT SITE POWER TRANSMISSION EQUIPMENT 

INSTRUMENTS & METERS PRODUCTION CONTROL SYSTEMS & EQUIPMENT 
LUBRICANTS & LUBRICATING EQUIPMENT PRODUCTION MACHINERY 

MANAGEMENT CONSULTANT & OTHER SERVICES PRODUCTION TOOLS, EQUIPMENT & SUPPLIES 
MATERIALS HANDLING EQUIPMENT WELDING & GAS CUTTING EQUIPMENT 





This list of some major product categories is intended as a guide to advertisers and 
agency people who want to sell to the manufacturing industries. 


It makes good sense to advertise in FACTORY any product from any one of these categories. 


The chart opposite graphically shows that FACTORY concentrates on a 

very specific audience: the Plant Operating Group across all the manufacturing industries. 
Only FACTORY serves this vitally 1mportant plant management group . 

entirely and exclusively. 


The Plant Operating Group has been proved (in the NIAA Survey of Industrial 
Buying Practices, for one) to be the most influential in initiating plant purchases 
and in the final selection of vendor. 


FACTORY’S circulation .. over 62,000... includes more subscriptions from this group 
than any other businesspaper. 


We think FACTORY can help you sell to the 
manufacturing industries. We’d like to show you how. 


A McGRAW-HILL PUBLICATION * 330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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$65 MILLION ANNUALLY... That’s what 
food plants spend for materials-handling equipment 
alone . . . conveyors, conveyor belting, hand trucks, 
power trucks, hoists, cranes, casters, you name it. The 
food industry ... one of your biggest markets. . . and 
one of your very best markets per-dollar-invested in 
sales and advertising. So, too, for the maker of con- 
struction materials ($124,000,000), for the seller of 
electrical equipment ($57,000,000). How come? Please 


~_—- — 


GROWTH TIDE IS WITH YOU .... Your 
sales and advertising dollar goes further in the food 
industry because the growth trend is up, up, up. People 
can’t stop eating, spend more when they’ve got more 

.. and now we’ve got more people . . . 221 million by 
1975. Food plants keep modernizing . . . new products, 
new packaging, new ideas (from frozen pizza pies to 
soup-for-breakfast) ... manufacturers spending more 
and more for better, more efficient equipment. If what 
you make can do it better, faster, cheaper ... man, are 
they listening! But wait... 


ONE LOW-COST MAGAZINE DOES IT 
. .. Food Engineering puts you in this entire market 
with both feet ... with a circulation big enough (plants 
doing 91% of all business) to develop volume orders 

. with a penetration powerful enough to cultivate 
sales for you at every buying level (management, pro- 
duction, engineering, formulation) ... with a proved 
readership that means low-cost advertising. We believe 
in readership studies —we win ’em! And the only kind 
we like are those done to your own customer-prospect 
list. Willing to prove your own convictions? Check 
into the industry’s hottest book... Food Engineering! 


They buy the same things... 
They prefer the same publication... 
You reach them all togetherin... 


ENGINEERING 
ABC) McGRAW-HILL ABD 





OF INDUSTRIAL 
_ SALES & ADVERTISING 


FIRST TIME? 


New circulation audit 
gives job function, 
market, SIC class 


® WHITE PLAINS, N. Y.—Electronic 
Equipment has announced that its 
circulation audit statement now 
shows readers’ job functions, the 
markets which their companies 
comprise and their plants’ classifi- 
cation according to the U. S. Stand- 
ard Industrial Classifications. 

The publication notes that this is 
“perhaps the first time in publishing 
history” that such a circulation audit 
has been done. 

The publication has a controlled 
circulation of about 35,000. 

To get its detailed circulation 
statement, Electronic Equipment 
sent a questionnaire to every person 
on its circulation list. The ques- 
tionnaire asked the reader to: 


1. Write in the product manufac- 
tured in his plant or division. 


2. Indicate his job function. 


3. Tell whether he wished to con- 
tinue receiving the publication. 
(Those who said “no” or failed to 
answer were dropped.) 


All questionnaires were tabulated 
according to SIC numbers. And the 
totals in each SIC class and sub-di- 
vision were further analyzed by job 
function and reader connection with 
the electronics industry. 

Then the entire circulation analy- 
sis and all the material and ques- 
tionnaires used in its preparation 
were audited by the Business Pub- 
lications Audit of Circulation. 

The audit also covered (1) classi- 
fication of products listed by readers 
for conformity to SIC definitions; 


(2) classification by job functions as 
stated by the reader; (3) analysis 
of reader’s connection with the 
electronics industry, and (4) audit- 
ing to determine whether each copy 
is addressed to an individual. 

The publication said that such an 
analysis “removes the guesswork 
from media selection.” 


ABP urges government census 
of business every two years 


™ NEW yorK—The Associated Busi- 
ness Publications has urged the 
United States government to con- 


Stepping up. . Frank Bruce, Jr. ( 


congratulations on his apy 


educational field from Elliott C 
best wishes are (I. to 
Honeywell Regulator Co.; W 


beil, special promotior 
of Bruce’s American 


American Association of & 


duct a “Census of Production and 
Distribution” every two years to 
help the country attain the “vast 
economic growth” possible in the 
next decade. 

The ABP sent a four-point pro- 
posal calling for the biennial census 
to the president and members of 
Congress. 

The proposal pointed out that 
“unprecedented output” of farms 
and factories should be matched by 
“constantly improving techniques of 
national distribution.” And it said 
this is being hampered by late re- 
porting of the patterns of national 
production and distribution. 

“For example,” the proposal said, 
“the national census of business is 
scheduled once every five or six 
years, and the latest complete data 
of this kind reflects conditions of 
eight years ago.” 

(A later census—of 1954 eco- 
nomic activity—has been completed, 
but information from it has not yet 
been made available.) 

The ABP proposed that the bien- 
nial census should be started, be- 
ginning with reports on the year 
1957—restoring the policy followed 


receives 
tions in the 


Others offering 
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on the Census of Manufactures 
through 1939. 

Final point in the ABP proposal 
was that the proposed census “could 
be worth many times the cost of the 
present censuses if the Congress 
would authorize sufficient funds to 
enable the Bureau of Census to 
adequately gather and promptly re- 
port the facts.” 


Industrial ad managers tell 
space reps how to sell space 


® cHIcCAGoO—Know your _publica- 
tion. Know the market it covers. 
Know the prospect’s products and 
where they fit in the market. 
three musts for 
salesmen were stressed repeatedly 
by three industrial advertising 
managers who comprised a panel at 
a meeting of the TF Club of Chi- 
cago, business publication 
salesmen’s organization. 

L. A. Rager, advertising manager, 
LeTourneau-Westinghouse Co., Pe- 
oria, Ill., said that despite rumors to 
the contrary, “industrial ad man- 
agers don’t hate space peddlers.” 
But, he said, space salesmen who 


Those space 


space 


want to endear themselves to ad 
managers, should do these five 
things: 

>» Make appointments a week or so 
in advance. 

> Make the call brief and compre- 
hensive and then get out. 

>» Recognize that you don’t always 
have to see the ad manager—that 
other men in the advertising de- 
partment are qualified to hear the 
space salesman’s story and pass it 
on. 

>» Be prepared to give the advertis- 
ing manager market data on the 
field the publication covers. 

>» Know the prospect’s products and 
where they fit into the market. 

R. H. Koehler, director of adver- 
tising, Westinghouse Electric Co., 
Pittsburgh, listed these “do’s” for 
space salesmen to remember in 
dealing with agencies: (1) know 
your medium intimately, (2) know 
the account and its problems, (3) 
make a contribution on every call, 
(4) try to understand and appreci- 
ate the problems of the media man 
and (5) try to sell without force 
or pressure. 

He also listed these “don’ts”: (1) 
make frequent calls when you have 
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nothing to say; (2) talk down com- 
petition, and (3) feel that media is 
sold on personality and personal 
contacts. 

S. C. Brown, manager, advertis- 
ing and public relations, American 
Hoist & Derrick Co., St. Paul, told 
of the changing role of the indus- 
trial advertising manager—toward 
becoming a merchandising man and 
a member of top management. 

He said that change has not 
taken place in all companies, and 
that some advertising managers 
were not at the decision-making 
level so far as media is concerned. 
But he warned the space salesmen 
against by-passing such advertising 
managers and going directly to top 
management. 


Fergus Mead, Buchen Co. 
vice-president, dies at 62 


= cHiIcaco—Fergus Mead, 62, ex- 
ecutive vice-president of the Buchen 
Co., Chicago advertising agency, 
died April 8 after a brief illness. 
Mr. Mead also was a member of 
the agency’s board of directors. He 
=e waS a member 
of the Technical 
Advisory Coun- 
cil of the Indus- 
trial Advertising 
Research _Insti- 
tute and a di- 
rector of the 
Advertising Re- 
search Founda- 
tion. He was a former chairman of 
the American Association of Ad- 
vertising Agencies’ Central Council. 
Mr. Mead was a director of the 
American Appraisal Co., the Janes- 
ville, Wis., Gazette and the South- 
ern Wisconsin Radio Corp. 
He is survived by his wife, Jo- 
daughter, Nancy, 


Mead 


sephine, and a 


New York. 


Sandpaper maker runs 
sandpaper insert 


® PRESTON, ONT.—Canada Sand 
Papers Ltd., Preston, is running ads 
on its product—literally. 

The company has run insert ads 

printed on its own sandpaper—in 
Canadian Paint & Varnish Maga- 
zine, Canadian Woodworker and 
Hardware & Housewares. Headline, 


on the sandy side of the ad, says, 
“Why is this the most widely used 
brand of coated abrasives in Can- 
ada?” The other side of the insert 
answers the question. 

The agency is Heggie Advertising 
Co., Toronto. 


‘Engineering News-Record’ 
suspends Shepard studies 


™ NEW yYoRK—Engineering News- 
Record, New York, has suspended 
the Mills Shepard readership 
studies of ads in the publication in 
order to more deeply analyze re- 
sults of previous studies. 

The Shepard and Starch organi- 
zations have conducted interviews 
with more than 5,000 EN-R sub- 
cribers during the past six years, 
asking about their readership of 
nearly 6,000 ads. 

“The result is a mountain of sta- 
tistics that has never been properly 
explored,” said D. S. Robertson, 
EN-R advertising sales manager. 
“It is our intent to analyze this ma- 
terial to provide helpful guidance 
for advertisers.” 

Mr. Robertson said information 
from the analysis also may “open 
new areas and new techniques for 
readership research.” 

He said the suspension of the Mills 
Shepard studies probably will last 
throughout 1956. 


Agency forms new division 
for industrial catalogs only 


® HARTFORD, CONN.—William Schal- 
ler Co., Hartford agency, has formed 
a new division devoted exclusively 
to the production of industrial cata- 
logs and other technical literature. 

Laurence Russell, formerly assist- 
ant to the vice-president of Sim- 
mons-Boardman Publishing Corp., 
New York, heads the new division. 

Mr. Schaller said that his agency 
always has handled production of 
clients’ technical literature, and that 
the new division was established to 
“meet an increasing demand by 
other industrial concerns” for spe- 
cialized catalog production services. 

The new division has a special 
section which prepares catalogs and 
promotional campaigns for whole- 
salers in the industrial refrigeration, 
air conditioning, heating, plumbing 
and electrical fields. 





. . : , : A 
Industrial . . IM judges, industrial panel, standing, | 


Wiggers, Butler, Duggan \ 


Kenny, Foster, Williams, Schneider, Ewina. 


Merchandising 


Saunders, Wedereit, Hawley. Seated: man (n 1 judge 


azrossman 


Business papers honored. . 


28 specialists select 
IM contest winners 


= An impressive roster of 28 
judges, including specialists in many 
varied fields, has selected 48 win- 
ners in INDUSTRIAL MARKETING’s 18th 
annual Business Paper Competition 
for Editorial Achievement. 

Names of winning publications 
will be announced May 21 when the 
14 first-place plaque winning en- 
tries go on exhibit at the annual 
convention of the National Indus- 
trial Advertisers Association May 
20-23 at the Palmer House in Chi- 
cago. 

The plaques and 34 certificates of 
merit will be awarded for the best 
article, series of articles, issue, re- 
search and graphic presentation of 
business publications in three cate- 
gories: (1) industrial, (2) mer- 
chandising, trade and export and 
(3) institutional and professional. 

Judges included sales executives, 
advertising managers, agency ex- 
ecutives, designers, artists and 
others familiar with business pub- 
lications and various fields they 
cover. 

G. D. Crain Jr., publisher of 1n- 


Rp a 
Institutional . . Standin 
Elrod, Craigle and Puffer. 


DUSTRIAL MARKETING, told the judges 
at a luncheon that the IM editorial 
competition is gaining increased im- 
portance as agencies and advertisers 


e « Standing: IM r 


24.11 
llier, WMicUlelian 


Graphic . . From left: 
Kovic, IM executive editor Dicl 


(not a judge) and Milavetz 


on, McKean and Wimmer 


turn to editorial evaluation as an 
aid in selecting advertising media. 
“This increased emphasis on edi- 
torial evaluation,” he said, “should 
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“order blank” going in... 


Same sY coming out 








..-which is just what happens 91% 
of the time when industrial salesmen 
call “cold.”” But when your salesmen 
call “by invitation” on prospects who 
have studied your catalog in advance, 
they leave with an order four times as 


often. 


This fact makes the questions in the 
adjoining column very important 
ones to answer...no matter how effec- 
tively you may think your catalog is 


working for you now. 


© 


Sweet’s Catalog Service 


a division of F. W. Dodge Corporation 
119 West 40th Street, New York 18, N. Y. 
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How effective is your 
catalog procedure? 


Careful answers to these questions 
will tell you. A “no” to any one of 
them is good reason to review your 
entire catalog program. 


1. Do you have a tested system for 
making sure your catalog reaches the 
important buying influences for your 
products...in the companies with volume 

j 9 

buying power? yes 0 ae oO 
(Sweet's market-specialized Catalog Files 
are distributed to the companies that 
have over 80% of the total buying power 
in the industries these Files serve. Indi- 
viduals who receive them are continually 
checked for their buying influence.) 


2. Does your present system pro- 
vide for the immediate distribution of your 
catalog to every good, new company that 
comes into your market? 

yes [] no [ ) 
(With daily access to Dodge reports on 
new plant construction, plus continuing 
market analysis and field research by its 
distribution staff, Sweet’s spots potential 
new sources of business immediately; 
distributes appropriate Catalog Files to 
them as soon as their buying power is 
known and qualifies them.) 


3. Do you know how many of the 
men who have received your catalog have 
kept it, and have filing systems which make 
it easy for them to find and use it? 

yes [) no [| 
(Catalogs bound, indexed, and distributed 
in a Sweet’s File are always easy to find, 
cannot be misfiled or lost.) 


4. When your customers and pros- 
pects want to compare products, prepara- 
tory to calling in possible suppliers, does 
your system make it reasonably certain 
that your catalog can’t be overlooked? 

yes L] no [] 
(Sweet's binds the catalogs of comparable 
products next to each other, indexes each 
one for easy reference. This minimizes 
the chances that any suitable product 
cataloged in a Sweet’s File will be over. 
looked when ready buyers are searching 
for the answer to a need.) 


5. Are you sure that all of your 
important customers and prospects have 
your current catalog? 

no [] 


yes LJ 
(Sweet’s distributes new Catalog Files 
each year. Every user of a Sweet’s File 
is therefore certain that each catalog 
bound into his Sweet’s File provides him 
with the up-to-date and correct buying 
data upon which he can rely.) 


6. Has your catalog been prepared 
to give your customers and prospects ex- 
actly the kind of buying information about 
your products that they should have...and 
will it logically lead them to take the next 
buying action you want them to take: call 
in your salesman or distributor; write to 
you; or specify your product? 

yes L] no [] 
(Sweet’s has been designing and produc- 
ing market-specialized, action-evoking 
catalogs for fifty years .. . has had notable 
success in doing so...designs and pro- 
duces more manufacturers’ catalogs, by far, 
than any other company in the world.) 


There is a Sweet's Catalog 
Service office near you. A call 
or letter to any one of them 
will bring you prompt and 
thorough help in making sure 
your catalog...its design, pro- 
duction, and distribution... 
results in more orders for you 
at the lowest possible cost. 


help us in our task of raising the 
standard of editorial content.” 

Purpose of the IM editorial com- 
petition is to recognize editorial ex- 
cellence and higher 
standards among business publica- 
tions. 

This year’s judges, grouped into 
four panels, included the following: 


encourage 


Industrial Publications 


John S. Hawley, manager of mar- 
keting planning, Illinois Tool 
Works; Gene Wedereit, director of 
advertising, National Cylinder Gas 
Corp.; Quinten Kenny, advertising 
manager, Lindberg Engineering Co.; 
Ambrose L. Duggan, assistant gen- 
eral sales manager, Magnesium Co. 
of America; Hugh W. Foster, adver- 
tising manager, Pullman-Standard 
Car Mfg. Co.; William Schneider, 
advertising manager, LaSalle Steel 
Co.; Lewis M. Williams, creative 
director, Marsteller, Rickard, Geb- 
hardt & Reed; Frank D. Ewing, 
chairman of the board, Fensholt 
Co.; Raymond P. Wiggers, account 
executive, Reincke, Meyer & Finn; 
Monte Saunders, vp and assistant 
general manager, Klau-Van Pieter- 
som-Dunlap Associates; and Martin 
J. Butler Jr., advertising manager, 
Diversey Corp. 


Merchandising, Trade 
and Export Publications 


Phil L. Crittenden, director of ad- 
vertising, Hotpoint Co.; James Mc- 
Clellan, sales promotion manager, 
Kraft Foods Co.; Bradley P. Wil- 
liams, director of public informa- 
tion, Masonite Corp.; Lawrence 
Whiting Jr., director of marketing 
and research, American Furniture 
Mart Corp.; Arthur Grossman, 
president, Arthur Grossman Associ- 
ates; J. Stuart Doyle, account ex- 
ecutive, Foote, Cone & Belding, and 
Raymond E. Miller, vp and market- 
ing director, Needham, Louis & 


Brorby. 


Institutional, Professional 
Publications 


Don Swanson, advertising man- 
ager, Amino Division, International 
Minerals & Chemicals Corp.; D. S. 
Elrod, vp, Erwin, Wasey & Co.; Ly- 
man S. McKean, director of adver- 
tising and public relations, Amer- 
ican Hospital Supply Corp.; Fred- 
erick Puffer, director of sales, Mor- 
rison Hotel; Neil T. Regan, public 
relations Walter  T. 
Craigle, vp and secretary, Grimm & 
Craigle, and Lynn C. Wimmer, vp, 
Burton Browne 


consultant; 


public relations, 


Advertising. 





WIN a 2-weeks LUXURY 
All Expenses Pa 


ENTER JONES & LAMSON'S 
NEW HORIZONS 





Grand Prize 


@eon=* & LAMSON MACHINE COMPANY 





VACATION FOR TWO! 


CAMAQIAN ROCKIES 





of 


COnrestT Trees. 


ConrasT RULES 


JONES 2 LAMSON mADIONE COMPANY 














Free vacation . . 


~aripbean 
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Graphic 


Munroe Milavetz, vp and execu- 
tive art director, Kling Studios; 
Gene DeKovic, DeKovic-Smith De- 
sign Organization, and Russell Mil- 
burn, director, C. Franklin 
Brown Inc. 


art 


ABP presents business paper 
editorial achievement awards 


® WASHINGTON—Editors of Archi- 
Forum won Associated 
second an- 


tectural 
Business Publications’ 
nual Jesse H. Neal editorial achieve- 
ment award in Class A for an edi- 
torial type program expressing a 
publication’s policy and contribut- 
ing significantly to the field or in- 
dustry served. 

The award was for a roundtable 
article, “How to Rebuild Cities 
Downtown,” published in the June, 
1955, issue. 

The ABP awards are to individual 
editors, not to publications, and 
were presented April 12 here at the 
National Conference of Business 
Paper Editors’ meeting. 

Nucleonics and Printers’ Ink rep- 
resentatives were equal winners in 
Class B for the best account of an 
event, project or subject of major 
significance to the field served. 

Nucleonics editors won with their 
September 1955 Geneva special is- 
“Atoms for Peace.” Printers’ 
editors were honored for two 


sue, 


Ink 





needs more 


ther 


‘New 





More news . . export ads, NBP test, “selective selling’ 


than 


blications will test 


NBP convention highlights 
promote used machinery 


selective selling” 


York Times” 


‘crumbs,” says international 


impact of business papers 
k Par 
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cuts sales costs 75% 
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marketing series articles, Feb. 18 
issue, devoted to “People, Tomatoes 
and Advertising—The Story of 
Campbelil’s Soup,” and an Oct. 28 
section, “Chrysler in Transition.” 
Class A and B winners last year 
were American Machinist and En- 
gineering & Mining Journal editors. 


‘American Lumberman’ cites 
demand for ABC unit audit 


® cHICAGO—There is a demand from 
advertisers and agencies for Audit 
of Circulations audits of 
unit coverage, especially in mer- 
chandising fields, according to A. W. 
Boulton, assistant to the publisher, 
American & Building 
Products Merchandiser, Chicago. 
The publication has asked that 
ABC start making such audits. 
Mr. Boulton said, “Buyers of ad- 
vertising space are requested to buy 
on faith the theory of concentration 
of ABC circulations on the major 
units in their con- 
trasted with the ‘complete coverage’ 
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philosophy of controlled publica- 
tions serving the same markets. 

“The inclusion of total unit cov- 
erage with unit geographical dis- 
tribution and size ratings as an in- 
tegral part of the ABC audit would 
more specifically reflect the unit 
purchasing power coverage of ABC 
publications. It would also reflect 
the important penetration of circu- 
lation to the specifying personnel in 
major industrial buying units and 
to the vital selling personnel in 
major merchandising outlets. 

“The desire for this information 
on the part of advertisers and their 
agencies is sufficient that a number 
of merchandising and _ industrial 
publications currently provide it on 
a non-audited basis. One ABC pub- 
lication in the lumber and building 
material field has even felt the 
necessity of having a unit audit of 
their circulation made by a public 
accounting firm. 

“We believe that the ABC state- 
ment loses some of its value and 
prestige when it is necessary to am- 
plify part of its measurement by an 
outside auditing firm. Measurement 
of quantitative factors of paid circu- 
lations in the same fields should be 
done by qualified auditing author- 
ities under identical definitions, pro- 
cedures and frequencies. 

“Since ABC auditing costs are al- 
located to publishers on the basis 
of the time and expense of auditing 
their publications, the additional 
costs could be borne by publishers 
in fields where such measurement is 
deemed desirable.” 

Building Supply News, Chicago, 
which published a Price-Waterhouse 
audit of its unit coverage last year, 
has announced that the second audit 
by the same firm will be released 
within the next month. It suggested 
two years ago to the ABC that unit 
coverage of business publications be 
made a part of the audit. ° 





I’m 


Alexander Roberts 


General Manager of 
INTERSTATE INDUSTRIAL 
REPORTING SERVICE, INC. 


and its divisions: 
INTERSTATE 
PHOTOGRAPHERS 


INTERSTATE INTERNATIONAL 


INTERSTATE CINE 


I'd like to tell you the 
INTERSTATE story . . . what 
we are...how we operate... 
what we have to offer the 
manufacturer and its advertising 
agency ... why it is we do 
more photography and industrial 
reporting on a national scale 
than any comparable company 
in America... and tell it to you 
the way I would if I met you 
personally. 





What We Are — What We Offer 


INTERSTATE is an independently-owned network 
comprised of 2400 selectively-screened photographers 
and reporters. We offer photographic coverage or case- 
history reporting coverage, or a combination of ‘the two, 
in virtually every city in America (and in all countries 
except those under iron curtain control). You deal with 
one office, with one personality; you get the advantages 
of an international network, the personal attention that 
you would expect from your own photographer. 


Calibre of Photographer We Use 


The nature of the assignment that we are called in to 
handle determines the type of photographer we assign. 
We would not, for example, designate a news photog- 
rapher to cover an industrial or an architectural job, 
since we question whether he possesses the know-how or 
the necessary photo equipment. Nor, would we employ 
a studio man to illustrate a feature assignment. In many 
cities, therefore, we operate with as many as three differ- 
ent men. In our New York office, we maintain a detailed, 
intimate break-down of every man in the network . . . we 
know what cameras he possesses, how many lenses he can 
call into play, the number of lighting units at his disposal. 
More important, we know his propensities, his limitations 
his 24-hour-seven-day-a-week availability. 

We do not say that the men who make up the INTER- 
STATE network are the best there are. In truth, they are 
no better, no worse, from the standpoint of efficiency ratio 
than the men who work in your company. Ten or fifteen 
percent are superior; we rate about twenty percent as 
good to excellent; the rest range from good, every-day 
journeymen to even the mediocre. But, we know what it 
is that makes a photographer mediocre. He gets careless 
about backgrounds, is unconcerned about ‘good house- 
keeping’, lights the scene in flat fashion, fails to ‘separate’ 
a dark machine from a dark background, injects no human 
interest or size perspective, neglects signed release obtain- 
ment, never gives a thought to the fact that he has to be 
a good-will ambassador, that what he says or does at a 
shooting location will enhance or jeopardize a customer 
relationship. 


How Do We Achieve a Consistent End Result 
on a National Scale? 


Right here we get into the very heart of INTER- 
STATE’s operation. After we have completely familiar- 


ized ourselves with your requirements, then and only 
then are we in a position to tell a cameraman what equip- 
ment he is to use, the lenses he will find most adaptable 
for the coverage, the type of lighting equipment to be 
employed; we lay down the rules for ‘good housekeeping’, 
stress size perspective inclusion and cover the signed re- 
lease obtainment. We show him visually the type of ma- 
terial you like, as well as pictures that are regarded as 
satisfactory, and why they are unsatisfactory. We do all of 
this in the language that only one ‘take-charge’ pho- 
tographer can use to another. Add to all this the fact that 
our own photo standards are the highest in America, that 
the onus for coming up with a top-flight coverage rests 
squarely on INTERSTATE’s shoulders. Actually, what 
we have accomplished by this pattern is to almost com- 
pletely remove the expected incidence of mediocre pho- 
tography when it is done on the national, or international 
level. 

This pattern that we follow religiously does not mean 
we are making automatons of our cameramen. They can 
create to their heart’s content, exercise their judgment, 
strive for the unusual effort ... but . . . only after they 
have adhered to the hard-core of our do’s and don'ts. Re- 
member, none of this is theory. We’re producing effective 
photo illustrations in ‘whistle-stop’ areas every minute of 
the day . . . we’re doing more of this work than any one 
else in America . . . we do it better . . . we do it faster. 
We're ideally suited for the manufacturer and its adver- 
tising agency. for we have no other function in life. 


Delivery Time — Method of Printing 


Seven to ten days after we have been favored with 
an assignment, you will have the complete package on 
your desk. That’s normal, but we can effect coverage 
within 24 hours ... anywhere . . . if you’re faced with a 
jam. Sometimes, because of the very nature of the job, it 
is impossible to complete the handling within the ten day 
period, and when that happens you get progress reports. 

No printing is done at the local level. ALL negatives, 
after developing, are expedited to our New York office 
where printing is done by personnel who do nothing else 
for their livelihood. That way we achieve the utmost out 
of a negative, you get controlled consistent end results. 


INTERSTATE Arranges Photo-Taking Approvals 


One of our strongest points is the manner in which 
we are geared to initiate photo-taking approval on your 
behalf. Let us know who is using your product; we'll ap- 
proach that customer, discuss the problem, obtain his 
approval and deliver the complete package to you... all 


PHOTOS OR CASE HISTORY REPORTS... ANYWHERE IN AMERICA...IN 24 HOURS IF NEED BE 


INTERSTATE ztinaltmal OPERATES IN: 


CANADA @ MEXICO @ ALASKA @ HAWAIIAN ISLANDS e CUBA 
ALL COUNTRIES IN SOUTH AMERICA @ ALL COUNTRIES IN EUROPE 
KOREA @ JAPAN @ PHILIPPINES @ AUSTRALIA @ AFRICA @ MIDDLE EAST 
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within our normal ten-day period. 65% of our assign- 
ments are handled on that basis; at least 60 of America’s 
largest corporations vest with INTERSTATE the respon- 
sibility of contacting their customer at the initial level . . . 
corporations which have a rigid, definite policy against a 
supplier-approach relax that rule with INTERSTATE. A 
tremendous responsibility, obviously, and as such, we 
exercise our own precautions and safeguards. For ex- 
ample, this phase is handled by one personality in New 
York, never at the local INTERSTATE level. 


Industrial Reporting ...How We Do It 


We found out a long time ago that there is only one 
way to come up with a properly executed reporting story, 
and that is basically enough, to use a reporter. Not a 
photographer, who may have a flair for reporting, (nor 
conversely, a reporter who thinks he can ‘snap a picture 
with a Graphic’. There may be a half-dozen photo-re- 
porters in America who can do both elements in profes- 
sional style . .. two of the six men in our New York office, 
for example, fall into that category; but on a national 
scale, a one-man handling translates itself into an inade- 
quacy). All assignments which call for reporting, plus 
photography, therefore, are handled by two men, each a 
specialist in his own field. The reporter will sit down with 
an engineer, works superintendent, foreman, etc., 
and compile a detailed, informative report dramatiz- 
ing the method in which your equipment is being used. 
We'll glean work-loads, maintenance problems, savings 
(either in dollars and cents, or percentages or man- 
hours), comparison to equipment used in the past. Spiced 
freely with user-benefit personal quotes, our reports are 
positive-approach documents. They are never diluted or 
objective, but they are accurate! 


werensrare’ eal 
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Cost Structure 


It is difficult to apply a rigid cost application until we 
have worked out some sort of norm for your organization, 
primarily because requirements vary so greatly. For trade 
paper advertising, for example, a full day’s efforts run 
somewhere around $150.00, permit you 12-15 photos; a 
half-day might be around $75.00-$85.00, with about six 
photos. Photography, combined with reporting, starts at 
$150.00, with highest figure at $275.00. Some clients may 
want one or two photos for a low-cost use . . . others may 
specify a dozen photos to be sure they get one good illus- 
tration. Therefore, we recommend that you regard these 
price listings merely as a guide of sorts; at least until we 
can pin-point your requirements in proper fashion. 

There are two important facets about our price struc- 
ture, however. One is that you will always know in advance 
what your cost will be for any given job. Secondly, it 
matters not if a job is handled in Seattle, Toronto, New 
Orleans, Richmond, Wahoo (Nebr.) or in a city 30 miles 
from your office. The same common denominator that we 
use to determine a price application is in effect regard- 
less of the geographical location. 


INTERSTATE sets the pattern for photo and 
industrial-reporting on the national and interna- 
tional level. No one else in the field approaches our 
scope of activity ... our desire to please ... our 
rapidity of job completion ... our go-getting pat- 
tern of operation. 

We would like very much to look forward to 
the pleasure of serving your interests. 


INTERSTATE 
PHOTOGRAPHERS 


DIVISION 


INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


GENERAL OFFICES: 675 FIFTH AVE., NEW YORK 22, N. Y., MURRAY HILL 8-1880 
MIDWEST OFFICE: 469 EAST OHIO ST., CHICAGO 11, ILL., MICHIGAN 2-0080 
ALEXANDER ROBERTS: General Manager 


2400 PHOTOGRAPHERS AND INDUSTRIAL REPORTERS ... DIRECTED FROM ONE CENTRAL OFFICE 


INTERSTATE PHOTOGRAPHERS — Division of INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
General Offices: 675 Fifth Avenue, New York 22, N. Y. 


| ALEXANDER ROBERTS, General Manager 


| 0 Please give me more information about your service. 


I Name 

| Company 

| Department 

| Address 

| City and State 
LL 


(0 Have your representative call. 








“Tnterstate always gives us excellent photographs and reports” 


says W. H. POLK, Director of Advertising and Sales Promotion, Pittsburgh Corning Corporation 
After futilely trying to explain their photo requirements to dozens of photographers, Pittsburgh Corning 

now uses one source (INTERSTATE) to cover installations anywhere in the country. 

In a memo sent to all Pittsburgh-Corning field personnel, Mr. Polk said . . . “The results given us by INTERSTATE 
have been the best we have ever received. They have consistently come up with excellent photographs 

and case-history reports. Because of the speed, efficiency and quality results offered by this agency, it is to 

our advantage to use their services wherever job coverage is required.” 





“[nlerstate gives us extraordinary service on photo assignments” 


says JOHN C. LUCAS, Account Executive—Hazard Advertising Company, New York City 
“INTERSTATE’S photographs have always been excellent. What particularly impresses me is their level of 
consistency. 

Their case-history reports, too, have always been clear, concise and accurate . . . frequently, they obtain 
pertinent and helpful material we had not expected. 

The best feature of INTERSTATE however, is their reliable service. They handle contacts with our clients’ 
customers exceptionally well. InTERSTATE has always followed through thoroughly and delivered a complete 
package on schedule.” 





“We can rely on Interstate for photos and facts that editors use” 


says NORMAN ODELL, Manager, Publicity Department, GC. M. Basford Company, New York 


“It would be uneconomical and practically impossible for us to track down and document all the case 

history stories we prepare for our clients and place with editors without the dependable photo-reporting services 
of INTERSTATE. 

When we assign a job to INTERSTATE, we know we will get good, realistic photographs, and any facts 

we may need for a newsworthy story—all in plenty of time to meet the editor’s deadline. And, equally 
important, we can be sure that wherever INTERSTATE goes on a job, inconvenience to our clients and 

their customers, and interruption of normal operation, will be kept at a minimum.” 





“We never worry when Interstate takes the pictures” 


says AL SNEDEN, Art Director, BBDO Pittsburgh 


“Even when I can’t supervise the job myself, I have complete confidence in INTERSTATE to cover most any 
photography assignment for our clients. INTERSTATE has taken the time to learn our problems, so 

we seldom have a slip-up. I don’t have to nurse-maid the jobs, we get frequent progress reports, deliveries 
are made when promised, and the quality of work is high whether black and white or color.” 





"[nterstate’s case-histories on our technical products give us sales ammunition” 


says A, RICHARD KILGORE, Sales Promotion Manager, Baldwin-Lima-Hamilton Corp., Philadelphia 
“We believe strongly in the value of well-illustrated case histories for use throughout our promotion 

program. The problem of obtaining these has been greatly reduced since we started using the services 
provided by INTERSTATE. Their case-histories on our technical products have given us excellent sales 
ammunition . . . their photographs have consistently reflected use of imagination and good technique. 





“Interstate is my idea of a ‘take-charge’ photo organization” 


says WALTER KOONS, Account Executive—Fuller & Smith & Ross, New York City 


“Securing striking, technically accurate photographs of industrial equipment installations throughout the 
country is a rough assignment at best. When you add the element of speed, the job becomes twice as 
difficult. It is satisfying to know that when the assignment is handled by 1nTErstTATE, I do not have to worry 
about the outcome, 

INTERSTATE takes complete charge from the time the assignment is placed until the finished prints are 

on my desk. Best of all, due dates are met without fail, technical details are correct, and photographic 
quality is A-1.” 





“Interstate offers the best coordinated photographic service we have found...” 


says BAYARD ALLIS, Director of Public Relations and Advertising, Barium Steel Corporation 
“With 16 affiliated companies, all in different lines of business and scattered across the country, the 
photographic problems of Barium Steel are difficult and complex, to say the least. 

Whether the assignment is pictures for advertising, for publicity, or for sales purposes, INTERSTATE offers the 
best coordinated photographic service we have found; they consistently produce excellent photos and 

facts on time to solve our diverse problems.” 





74 / industrial Marketing 





Chapter activities of the 
National Industrial Advertisers Association 








National headquarters . 27! 
David F. Beard, chairman of the | 


John C. Freeman, president 


nhiaanews 


ELECTION MAY 21 





GE’s Reid heads 
slate of 1956-57 
NIAA officers 


™ NEW yorK—Ralston B. Reid of 
General Electric Co. has been nom- 
inated chairman of the board of the 
National Industrial Advertisers As- 
sociation for the 1956-57 term. 

Mr. Reid, now NIAA vice-chair- 
man, is manager of advertising and 
sales promotion for GE’s Apparatus 
Sales Div., Schenectady, N. Y. He 
heads the slate of officers, which 
will be up for election on May 21 
during the association’s annual con- 
ference in Chicago. 

Mr. Reid has been with GE since 
1930, when he was graduated from 
Union College, 
Schenectady. He 
started in the 
publicity depart- 
ment and was 
transferred to 
the industrial 
advertising sec- 
tion in 1931. 

He became 
manager of industrial advertising in 
1943, assistant manager of the ad- 
vertising and sales promotion de- 
partment in 1951 and manager of 
program planning and research in 
1953. He was appointed to his pres- 
ent job on Dec. 1, 1953. He is a na- 
tive of Schenectady. 

Mr. Reid is slated to succeed 
David F. Beard, present NIAA 
board chairman, who is general di- 
rector of advertising, Reynolds 
Metals Co., Louisville, Ky. 


Reid 


Other officers nominated are: 
Richard C. 
Sickler, assistant division manager, 
Product Advertising Dept., E. I. du 
Pont de Nemours & Co., Wilming- 
ton, Del. 

For secretary-treasurer—still 
open. 

For vice-presidents—E. Harry 
Woodley, advertising manager, 
Northern Electric Co., Lid., Mon- 
treal; Gerald R. Holtz, Farr Co., 
Los Angeles, and William R. Farrell, 
director of advertising, 
Chemical Co., St. Louis. 

For associate Mitchell 
Tucker, vice-president, Oil & Gas 
Journal, Tulsa, Okla. 

The slate was picked by a nom- 


For vice-chairman 


Monsanto 


director 


inating committee headed by im- 
mediate past NIAA board chairman 
George L. Staudt, director, adver- 
tising and merchandising, Hudson 


Judges relax . . Judces 
advertising contest take 
(l. to r.) Richard D. LaFond 


promotion I 


Motors  Div., 
Corp., Detroit. 
Carryover officers, who will con- 


Motors 


American 


tinue to serve during the coming 
year, are these vice-presidents: R. 
J. Barbour, advertising manager, 
Bakelite Co. Div., Union Carbide & 
Carbon Corp., New York; Richard 
C. Christian, executive vice-presi- 
dent, Marsteller, Rickard, Gebhardt 
& Reed, Chicago; and R. C. Myers, 
director, market and product de- 
velopment, U. S. Steel Corp., Pitts- 
burgh. 


New York NIAA group picks 
best space salesman, buyer 


@ NEW vorK—J. Elton Touhig, dis- 
Chemical Engi- 
neering, has been selected as the 
“Space Salesman of the Year” by 
the Industrial Advertising Assn. of 


trict manager of 








New York. At 38, he is one of the 
youngest men to receive this award. 

Mr. Touhig was chosen for the 
ninth annual award for his knowl- 
edge of industrial advertising, his 
product knowledge, his ability to or- 
ganize and present his story and his 
personality. The award won him an 
engraved wrist watch. Former win- 
ners of the space salesman award 
chose the third annual “Space Buy- 
er of the Year.” He is Harold Wilt, 


Wilt 


industrial and technical space buy- 
er, media department, J. Walter 
Thompson Co. 

Mr. Wilt, in 30 years with N. W. 
Ayer, Batten, Barton, Durstine & 
Osborn and J. Walter Thompson, 
probably has bought more industrial 
ad space than any other man in the 
business, according to Tom Tred- 
well, chairman of the buyer award 
committee and advertising manager 
of Architectural Record. 

He was cited for his sound judg- 
ment, sound media evaluation, abil- 
ity to listen to publication repre- 
sentatives and general helpfulness. 
The chairman of the buyer com- 
mittee interpreted this “helpfulness” 
as accessibility, objectivity, inquis- 
itiveness and “ability to write a 
media report so persuasive it gets a 
large appropriation.” 


Gair Co.’s Bowen is new head 
of New York NIAA chapter 


™® NEW yorK—George Bowen, ad- 
vertising director, Robert Gair Co., 
is the new president of the Indus- 
trial Advertising Association of 
New York. He succeeds John C. 
Lucas, account executive, Hazard 
Advertising Co. Mr. 
first vice-president of IAA last year. 


Bowen was 


Other new officers are: 

First vice president Arthur 
Dowling, advertising director, M. W. 
Kellogg Co. 

Second vice 
Peller, manager of special media 


president Bert 


group, Benton & Bowles. 
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M. J. Marion, adver- 
tising and sales promotion manager, 
Sarco Co. 


Treasurer 


Secretary 


Grover Logan, ac- 
count executive, Hazard Advertis- 
ing Co. 


CHAPTERS REPORT 





industrial ad 
education is top 
NIAA local project 


= Educating future industrial ad- 
men—and those already in industrial 
advertising, too—seems to be a prime 
concern of most of the NIAA chap- 
ters across the nation. 

In special reports to IM on their 
past year’s activities, a big majority 
of the NIAA groups named educa- 
tion as a major project. The special 
one-day industrial advertising clinic 
or symposium was another often- 
mentioned chapter activity. 

Building better regular programs, 
increasing membership and provid- 
ing employment placement services 
were other top chapter projects. 

The report of the individual 
chapters follows: 


CHICAGO 


The NIAA-Chicago Chapter spon- 
sored a ten-week industrial adver- 
tising education course in coopera- 
tion with the Chicago Federated 
Advertising Clubs. All ten speakers 
were from among the chapter’s 
membership 

The Chicago chapter’s fourth an- 
nual symposium successfully carried 
out the theme, “Increasing the Ef- 
fectiveness of Industrial Advertising 
in a Rising Economy,” with panel 
discussions on advertising research, 
exhibits 
and displays, direct mail and adver- 
tising and sales department coordi- 
nation. 


budgets, media selection, 


The chapter sponsored a sound 
and color movie 
tributed by 


now being dis- 
NIAA headquarters— 
which showed through case studies 
how to solve various industrial ad- 
vertising problems. 


CLEVELAND 


During the past year, the Cleve- 
land Chapter of NIAA has keyed all 


of its meetings to a “self-improve- 
ment” program. 

One panel meeting brought three 
industrial advertising managers to 
the speakers’ table. Each one dis- 
cussed a specific phase of “Indus- 
trial Advertising from the Adver- 
tiser’s Viewpoint.” 

Another meeting was devoted to 
the industrial publication represent- 
atives’ problems. Still another—one 
that was particularly entertaining 
as well as instructive—was “Graphic 
Arts Gripes.” 


DETROIT 


The Industrial Marketers of De- 
troit has conducted an educational 
conjunction with the 
Michigan Extension 
Service. All subjects pertaining to 
industrial advertising are covered 
in detail with experts from the De- 
speakers. Over 70 
students, most of them men and 
women already working in indus- 
trial advertising, took the course. 

The chapter has worked closely 


program in 
University of 


troit area as 


with colleges and universities in an 
attempt to educate young men and 
women about industrial advertising. 
Members of the chapter have made 
several talks before student groups 
at the University of Michigan, Uni- 
versity of Michigan Extension Serv- 
ice, Michigan State University, 
Wayne University and the Uni- 
versity of Detroit. 

An outstanding chapter meeting 
this year was a symposium during 
which the chapter sought answers 
to the question of what space buyers 
expect from space sellers and what 
space salesmen expect from buyers. 


HARTFORD 

The Hartford Chapter is com- 
pleting a series of lecture outlines 
for a refresher course in industrial 
advertising and is reviving its Uni- 
versity of Connecticut award for 
students. 

The refresher course outline, be- 
gun two years ago, is intended for 
use by chapters to instruct new- 
comers to the field and to bring old 
timers up to date. The outlines have 
been prepared by chapter members 
on topics chosen from a survey dis- 
tributed within the chapter. Out- 
lines are currently being edited and 





adapted to a standardized format. 
Upon completion they will be re- 
produced for distribution among 
NIAA chapters. 

The annual University of Con- 
necticut student award is made to 
the outstanding student in industrial 
advertising. The award, introduced 
in 1953, was suspended pending the 
introduction at the University’s 
School of Business Administration 
of a course in this area. The course 
was started this past September. 
The award consists of $100 in cash, 
a certificate or merit framed, and 
inscription of the student’s name on 
a special bronze plaque presented 
by the chapter to the School of 
Business Administration. 


LOS ANGELES 


The National Industrial Adver- 
tising Association of Southern Cali- 
fornia sponsored one of the NIAA’s 
“Idearamas’—an all-day conference 
at which seven prominent men 
spoke, presided over by NIAA presi- 
dent John Freeman. 

Another chapter project is the 
first NIAASC Advertising Awards 
Competition, honoring top industrial 
ad campaigns originating in south- 
ern California. 

The chapter’s meetings have been 
focused on nationally recognized 
speakers who emphasized the sales 
importance of industrial advertising 
and promotion work. Average at- 
tendance at the meetings has been 
between 75 and 100. The chapter has 
about 135 members. 

The chapter has established a li- 
brary from which members can 
borrow such things as market studies 
and advertising books. The chapter 
reports its employment committee 
has been able “to place a consider- 
able number of effective men in 
good jobs.” 


MARYLAND 


The Maryland Industrial Market- 
ers’ second refresher course in in- 
dustrial marketing subjects has 
been completed. The series of 
seminars was held at Baltimore City 
College. 

The course was offered to per- 
sons already in industrial advertis- 
ing and also to beginners. It covered 
such subjects as public relations, 


marketing, advertising production, 
media _ selection, sales meetings, 
trade shows, direct mail, radio and 
television, cooperative advertising, 
promotional motion pictures and ad- 
vertising agency operations. 

The classes heard lectures from 
some of the state’s top men in those 
fields. Average attendance 
was 65. 


class 


MILW AUKEE 


The NIAA-Milwaukee Chapter’s 
over-all theme has been “creative 
thinking,” and all speakers have 
been asked to build their talks 
around that theme. 

This year, the Milwaukee chapter 
held its first field trip—to the Kim- 
berly-Clark Paper Co. in Neenah, 
Wis. The paper company’s market- 
ing men dramatized, through skits 
on their stage, how they use cre- 
ative thinking in their own mer- 
chandising. 

Special projects of the Milwaukee 
group: cooperation on Printing 
Week (even to having a girl repre- 
sent the chapter in the “Miss Print” 
contest); cooperation with Mar- 
quette University on a course in in- 
dustrial marketing and on the an- 
advertising (this 
year’s conference theme: “creative 
thinking’), and a_ public 
committee to work with the over-all 
NIAA anti-Communism drive. 


nual conference 


service 


Oehlhoffen (center 
vice-president in charge of sales, Kaydon 
Engineering Corp., Muskegon, Mich., and 
Keith F. Gallimore, Jr. 
ecutive at Kaydon’'s jency 
Pietersom-Dunlap, Milwaukee 
awards from A. E. Paxton, McG 
vice-president, at Tool Engineers 
Chicago. Awards cited Kaydon ad which 
scored top Readex rating among 449 ads 


in one issue of McGraw-Hill’s Product E 


gineering. 


The chapter will wind up the 
year with a trip through the Miller 
brewery and then take in the 
Braves-Phillies ball game. 


MINNESOTA 


Highlight of the Minnesota In- 
dustrial Advertisers’ year was its 
second annual one-day industrial 
marketing clinic. 

Four panel sessions covered these 
subjects: direct mail, catalogs and 
literature, publicity techniques and 
advertising production methods. 
The clinic was attended by 72 per- 
sons. Chapter membership is 46. 


MONTREAL 


The Industrial Advertisers Associ- 
ation of Montreal reports that its 
monthly meetings have been the 
highlight of the year. As a result of 
getting panel 
discussions, attendance at meetings 
has increased about 15% during the 


good speakers and 


year. 
The chapter’s publicity committee 
has had a highly successful year. 
Besides publicity in the business 
press, the committee has succeeded 
in getting the chapter considerable 
radio publicity and in having the 
December speaker featured on the 
Canadian television news service, 
which went all across Canada. 


NORTH TEXAS 


The North Texas chapter of NIAA 
has grown from 11 members in 1951 
to 67 members today. 

Besides its swift growth, the chap- 
ter has these past year’s accom- 
plishments to report: beginning of 
the publication of a chapter bulle- 
ting, “Smoke Signals’; a_ strong 
series of practical 
workshop meetings; 
education committee, which is co- 
operating with the national NIAA 
program and working with teachers 
in schools and colleges, and work 
of the civic committee, which co- 


programs and 
work of the 


operates on civic projects with the 
leaders of North Texas industry. 


NEW YORK 


An important step to build prestige 
and recognition for the Industrial 
New 


Advertising Association of 


May 1956 /77 





York was the establishment of an 
education committee. 

Six sub-committees to the educa- 
tion committee were formed which 
are working to: (1) establish a 
speakers’ bureau; (2) develop case 
record material; (3) do career guid- 
ance work; (4) establish internships 
to provide summer jobs for adver- 
tising students and teachers; (5) 
develop an information bureau for 
chapter members to use in getting 
details about all the advertising and 
marketing courses in the New York 
area, and (6) organize 
projects for graduate students. 

Monthly programs—based on the 
theme, “Better Marketing . . Money- 
Maker for Management’”—have 
drawn consistently larger attendance 
than in the past. Two successful 


research 


clinic meetings were held and a 
third was scheduled for May 7. 


OREGON 


The most successful project of the 
NIAA-Oregon Chapter has been its 
new pre-meeting clinics on various 
phases of industrial marketing. The 
chapter’s dinner meetings begin at 
7:15 p.m. But the clinics are started 
at 5:15 p.m., when the problems of 
the day still are fresh in the mem- 
bers’ minds. 

The chapter’s publication, “Oregon 





Piss 











"News’ approach. . Pr: 


ayton, O., concrete pipe 


78 / ind trial Marketing 


Ad-Libber,” carries advance notice 
of the clinic topic, so members us- 
ually come well-armed with ques- 
tions and ideas. A panel of several 
experts starts the ball rolling. 
Some of the topics covered by the 
clinics have been catalog production, 
photography and merchandising ad- 
vertising. 
officers attribute 
membership in- 


The chapter 
much of the 20% 
crease to the clinics and say that 
another effect has been that average 
attendance has more than doubled. 


PITTSBURGH 


During the past year, the Pitts- 
burgh chapter of NIAA has main- 
tained an active educational pro- 
gram with qualified speakers from 
its membership, lecturing before uni- 
versity and college classes on ad- 
vertising and related subjects. 

In April, 1956, the chapter held its 
first workshop session of informal 
round table seminars on advertis- 
ing, promotional and marketing sub- 
jects for the benefit of the younger 
members and undergraduate stu- 
dents. Attendance exceeded 150, in- 
cluding 60 students from five col- 
leges and universities. 

Highlighting the regular programs 
was a trilogy of subjects covered in 
three successive meetings. The talks 
at those meetings were: “A Maga- 
zine Representative Speaks His 
Mind on Advertisers and Agencies,” 
“An Advertising Agency Man 
Speaks His Mind About Advertisers 
and Magazine Representatives,” and 
“An Advertiser Speaks His Mind 
About Advertising Agencies and 
Magazine Representatives.” 

The chapter’s employment service 
prints a report on positions open and 
applicants for positions each month. 
A number of successful placements 
have been made through the service, 
which has become so useful that 
prospective employers in other cities 
are using it. 


ROCHESTER 


Highlight of the year’s activities at 
the Rochester, N.Y., chapter of 
NIAA was its third annual all-day 
spring meeting, covering industrial 
marketing problems. 

The titles of the session—all con- 
ducted by top men in the various 


marketing specialties—were “When 
and How to Get More from Direct 
Mail,” “Setting and Selling Your 
Budget,” “Research Road Map for 
Industrial Advertisers,” “Making 
Your Catalog More Effective,” “Im- 
pact—a Basic Problem” and “The 
Ad Managers’ Job—Today and To- 
morrow.” 


SAN FRANCISCO 


During the past year, the North- 
ern California Chapter of NIAA 
has: (1) increased the active mem- 
bership; (2) provided the club with 
an efficient means of communication 
—a new club newspaper, “The Com- 
mentator,” (3) increased attendance 
at meetings. 

Attendance during the year aver- 
aged 60% of membership—and at 
two meetings, 75% of members at- 
tended, a new record. 

The chapter continued its highly 
successful clinic panel discussions 
for the second year. One clinic was 
a “brainstorming session” at which 
112 ideas and suggestions were pro- 
duced in one hour. 

One of the year’s top programs 
was a talk by San Francisco’s health 
director, Dr. Ellis Sox, who gave 
the club advice on how to stay 
healthy in spite of being an adver- 
tising man. 


TORONTO 


“Self-education” has been the 
prime endeavor of the Toronto 
Chapter of NIAA during the past 
year. The chapter started its educa- 
tion committee, the purpose of 
which was to tell university exten- 
sion classes and vocational educa- 
tional programs about industrial ad- 
vertising. 

But chapter officers report that 
preliminary discussions convinced 
them they should concentrate on 
“educating our own members” 
rather than students. The result 
was that the chapter developed a 
course in “creative thinking” as an 
adjunct to the regular monthly meet- 
ings. 

The course was based on Alex 
Osborn’s book on the subject and 
on sessions on creative thinking held 
at the University of Buffalo last 
summer. 

The Toronto chapter had 108 
members in June, 1955, and expects 

Continued on page 140 








How To Sell Maintenance Parts 
and Accessories 
to Modern Contractors 







They spend over $1 billion a year on equipment 





maintenance and repair, service and accessories. 










CONTRACTORS OWN, OPERATE AND MAINTAIN, with their 
. own personnel, 2,700,000 units of engine-driven equip- 
ment... 1,200,000 trucks—1,700,000 units of construction 
machinery and equipment. To keep these units operat- 
ing at peak efficiency, here’s just a few of the items 
they’ll buy this year alone: 





Types of Trucks Owned 





To give you as clear a picture of this market as pos- 
sible, we asked the contractors to list the trucks they 
owned by type of body. Here’s what 187 contractors 







reported: 













414 million oil and fuel filters 


















814 million tires 
214 million batteries Body Type Number of Trucks 
15 million gallons of anti-freeze ‘ = : reer 
; ‘ D ms 1,799 
If you make equipment, maintenance items or acces- eed 
s ’ : Pickup 1,488 } 
sories, you can’t afford to overlook the construction 
k Platform ; 834 | 
market. Tractor-Trailer 346 
Ready-Mix 240 } 
" Winch ... 90 
Contractor Truck Ownership ei | 
2 ee . 9 
When considering sales to this market, manufacturers Tanker ..... , 55 
of parts and accessories want to know how big this Half-Tractors ... 1 
maintenance market is and how contractors handle Asphalt Distributor 12 
their equipment servicing problems. Construction Snow Plow ..... 9 
Methods and Equipment has been digging into this ne ... pexeaw teal oe 
contractor maintenance market for you over the past Total Trucks Owned 4,918 
’ (187. contractors) 
seven years. We’ve gathered the answers to your ques- 

















tions from our contractor-subscribers — your top cus- 











tomers and prospects. The results of a recent study 

among 204 contractors in 43 states, provides basic in- C M & e 

formation for your maintenance market planning. 

Here’s what 187 of the contractors told us: MAINTENANCE 
They owned a combined total of ...... 4,918 trucks MARKET REPORT 
Largest fleet owned .y..cis6s ess cece 845 trucks ii ‘ ~ 

Bc SIs y the Marketing Sta 
Second largest fleet owned .......... 300 trucks Constroction ihathode 6. Bevioment 
Average fleet, per contractor ......... 26 trucks 3 a McGRAW-HILL PUBLICATION 
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Truck Ownership by Size 


33 of the contractors reporting gave us Gross Vehicle 


Weight Ratings of 754 trucks owned: 





Gross Vehicle 


Weight (Ibs.) Number of Trucks 


15,000 to 19,000 : 382 
19,000 to 23,000 . ; 159 
23,000 to 26,000 90 
26,000 to 32,000 . 48 
32,000 to 40,000 43 
40,000 and over ‘ 32 











Contractors own and use all types and sizes of trucks. 
The small, as well as the big trucks, are subjected to the 
roughest type of treatment on construction jobs. When 
used by contractors, trucks, commonly referred to as 
over-the-road trucks, must be equipped for off high- 
way use. 39% of the contractors reporting on truck 
ownership told us that they beef up their trucks this 
way: 

79% change transmissions 
70% change axles 
37% change torque converters 
31% change governors 
25% change electrical systems 
20% change power steering 
10% change all of above 

8% change bodies 

6% change springs 


Contractors are among 
your most important prospects 


Contractors are important to the truck manufacturers 
because of the number of new units they buy each year. 
They currently own and operate 1,200,000 trucks. Rec- 
ognizing this fact, truck manufacturers ran 63 pages of 
advertising in Construction Methods last year — more 
truck advertising than any other national construction 
montbly. 

Contractors will continue to be among the biggest 
buyers of trucks and automotive equipment for some 
time to come. All forecasts indicate that the continued 
construction boom will push truck sales higher and 
higher. Here’s what BUSINESS WEEK says on con- 


struction truck sales: 


“... the truck market bucked back last year to one 
of the best performances in its history—and truck 
manufacturers expect 1956 to be just as good. The 
reason? It’s the runaway sales of big construction 
trucks... . and over-the-road haulers. Construc- 
tion is still at a high level and the nation is talking 
of a highway program that will chew up heavy 
trucks at a rate to make the manufacturers’ eyes 
gleam. One truck man says that on a really big 
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CONTRACTORS OPERATE BOTH home shops and field re- 
pair shops at job sites. This elaborate home yard shop, 
equipped to handle all maintenance jobs, was described in 
detail as part of CM&E’s special July report devoted entirely 
to equipment maintenance. 


road building job, the life expectancy of a heavy 
truck is as little as six months—compared with six 
years in ordinary work.” 


Contractors are also important customers to the re- 
placement parts and accessories manufacturers. They 
purchase vast amounts of gasoline, oil, grease, tires, 
engines, carburetors, fuel pumps, batteries, sparkplugs, 
points, generators, lights, rings, seals, gaskets, bearings, 
radiators, filters, air cleaners, mufflers, brakes, linings 
and hundreds of other items. You name it and this cus- 
tomer buys it and stocks it in large quantities to keep 
his equipment rolling for increased profits. The con- 
tractor is a customer you can’t afford to overlook—he 
buys your type of products .. . his credit is good... he 
has plenty of working capital. 


Construction Offers a 
Double-Barreled Maintenance Market 


Besides the 1,200,000 trucks, there are an additional 
1,700,000 engine driven units of construction machinery 
and equipment operating in construction. These include: 


250,000 crawler tractors 

40,000 front-end loaders 

42,000 portable compressors 

18,000 wheel tractors 

68,000 motor graders 

56,000 power shovels 
PLUS thousands of other units requiring automo- 
tive parts 


These units of construction machinery, like the trucks 
and automotive equipment, are the contractors’ life- 
blood. They must operate constantly at top output to 
make a profit. So, contractors make sure that their 
fleets of trucks and construction machinery and equip- 
ment are properly maintained. 





CONTRACTORS’ TRUCKS are subjected to the roughest type 
of treatment on construction jobs. Small trucks, as well as the 
big ones pictured above, are constantly used off the road over 
rough terrain. This means more special parts and accessories 
—more frequent maintenance for contractors’ trucks. 


Maintenance is vital to contractor operations 


Proper truck and equipment maintenance is so vital 
to a contractor’s overall operations, he can’t afford to 
let anyone outside of his own organization do the work. 
Almost invariably, when one machine is laid up the loss 
is greatly multiplied because other units are held up or 
made idle. Meanwhile, overhead and pay go on, valu- 
able time is lost. Contractors cannot afford such losses. 
That’s why most contractors believe 100% in proper 
truck and equipment maintenance. Our market studies 
show that 90% to 95% of the contractors do their own 
maintenance and repair work with their own people. 


How Contractors Handle Maintenance 


Of the 204 contractors who responded to the Con- 
struction Methods study, 164 operate their own repair 
shops to handle all maintenance and service problems 
that arise. 104 of these contractors told us that they had 
$2,019,850 invested in shop equipment and tools. One 
New England contractor, who owns 139 trucks, employs 
ten fulltime maintenance men. This firms keeps about 
500 bins for spare maintenance parts and last year alone, 
spent close to $500,000 for maintenance parts and acces- 
sories. 

The number of mechanics which contractors employ 
depends upon the amount of work under contract and 
the number of machines being operated at that par- 
ticular time. Here’s what 134 contractors told us on 
home yard operations: 

606 mechanics employed at season’s peak 
472 mechanics employed during slow season 

On field and job-site operations, 109 contractors em- 
ploy: 

970 mechanics at season’s peak 
449 mechanics during slow season 

90 of these contractors supply all of part of the 

mechanics’ tools 


CONTRACTOR’S TRUCK UP ON BLOCKS for complete axle, 
spring and rear-end overhaul. CM&E market studies show 
that contractors spend over $1 billion a year on maintenance 
and repair and that they do 90% to 95% of their own main- 
tenance work with their own personnel. 


Mechanics are Construction Men first 


These mechanics are members of the Operating Engi- 
neers Union—a construction brotherhood. Most of them 
are or formerly were equipment operators who have 
come up through the construction ranks. Their primary 
job interests lie in construction and they read construc- 
tion magazines, especially Construction Methods. Im- 
portant to note, is the fact that the same men who 
repair the trucks and automotive equipment also main- 
tain the tractors, shovels and other units of construction 
machinery and are qualified equipment operators. They 
handle the major repair and overhaul jobs, as well as 
minor repairs, at the main shops and at the field repair 
shops at the job sites. 


Contractors Buy 
Advertised Maintenance Items 


Contractors buy maintenance items because they 
have to have them to profitably operate the 2,700,000 
pieces of construction and automotive equipment they 
own and maintain. Contractors buy what they need and 
they prefer advertised brands. They know what these 
products can do for them .. . they rely on their per- 
formance. We questioned a group of Construction 
Methods contractor-subscribers on brand preferences. 
Here’s what 154 contractors told us in response to the 
question, “What one or more brands of the following 
products do you consider when planning purchase?” 
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Contractor Brand Recognition Study 
On 14 Maintenance items 





Product 


Brands Mentioned 


Total Mentions 


Product 


Brands Mentioned 


Total Mentions 





ANTI-FREEZE 


DuPont 

Prestone 

Peak 

_ | 2 SER ee 
Mobil 

Texaco 

Amoco 

Firestone 

Gulf 
Socony-Vacuum 





Timken-Detroit 


International 
Ford 


GMC 

Browning ; 
Double-Diamond 
Hendrickson 

U.S, Axle 


OIL FILTERS 


Caterpillar 
Luber-Finer 
Cyclone ... 
Walker 
Engine-Life 
Hastings 





FRICTION MATERIALS 


Raybestos-Manhattan 
Johns-Manville 
American Brakeblok 
Wellman 

Thermoid 
Caterpillar 

Gulf 

Twin Disc 

Bendix .. 








BEARINGS 


New Departure 


Federal Mogul 
McQuay-Norris 





BATTERIES 


Auto-Lite 
Goodyear , 
Montgomery Ward 
Goodrich .... 
Firestone 

Hobbs 





BODIES (Truck) 


ELECTRICAL SYSTEMS 


DIESEL FUEL 





Gar Wood .... 
Heil 

Galion .. 
Marion 
Anthony 
Daybrook 
Fruehauf 

Fisher 

Hercules 





Delco-Remy ... 
Auto-Lite 
Leece-Neville 


Standard Oil 
Guif 

Shell 
Socony-Vacuum 
Esso Standard 
Sinclair 
Texaco 

Cities Service 
Union “res 
Mid-Continent 


LUBRICANTS 


Texaco 
Socony-Vacuum 


Standard Oil 

Shell 

Sinclair 

FO ik S wie 
Standard Oil (Calif.) 
Cities Service 
Atlantic 





PISTON RINGS 


Perfect Circle .. 
Hastings 
McQuay-Norris ... 
American Hammered 
Sealed Power . 


Pedrick 
GMC 
Zoliner 





SPARK PLUGS 


Champion .. 
A.C. 
Auto-Lite ... 
Leonard 





Goodyear 
Firestone .... 
Goodrich .... 
U.S. Rubber . 
ee 
Montgomery Ward 
Sieberling ... 








TRANSMISSIONS 


Brown-Lipe 
Borg-Warner 


GMC 
Caterpillar .. 


Euclid 











About this Maintenance Brand Recognition Study 
. .. 2,000 contractor-subscribers of Construction Meth- 
ods were queried by first-class mail, The subscribers 
selected represented a cross-section of our contractor 
circulation by business, industry, title, occupation and 
geographic location. 154 contractors responded. This 
study shows how CM&E readers recognize and prefer 
the brands which they become familiar with, month 
after month, in the advertising pages of Construction 
Methods. Those companies with consistent advertising 
schedules in Construction Methods enjoy the widest 
product recognition among contractors. These are a few 
of the companies whose products received top recogni- 
tion and a check of the advertising pages they ran in 
Construction Methods last year: 





Construction 
Methods 

Recognition Space—1955 
Ranking (Pages) 


Product Advertisers 





Timken-Detroit 
Eaton 


Transmissions Fuller 
Clark 


Lubricants Texaco 
Standard Oil 
Gulf 


Friction Raybestos-Manhattan 


Materials Johns-Manville 





Because they feel results from their Construction 
Methods advertising, maintenance manufacturers chose 
it as their chief marketing media in reaching con- 
tractors. Here’s the total number of pages on main- 
tenance items and supplies carried by the national 
construction monthlies in 1955: 





CONSTRUCTION Contractors Roads & Construction 
METHODS & Engineers Streets Equipment 





367 122 108 74 





Incidentally, the number of CM&E maintenance ad- 
vertisers has increased from 61 in 1949 (year of the 
first CM&E July Maintenance Issue) to 105 in 1956. 
These manufacturers are getting their share of this big 
maintenance market by selling to contractors through 
Construction Methods. They have found that this is the 
only place to reach them, Contractors’ maintenance 
personnel are construction men. Their primary interest 
is in construction magazines, not automotive or fleet 
books. Construction Methods is preferred by contrac- 
tors, because it’s the contractors’ book—written to help 
solve their everyday problems. 





tee 


CONTRACTORS MUST STOCK SPARE PARTS in quantity 
to keep their equipment operating profitably. 133 contractors 
told CM&E that they stock $1,228,000 in spare parts. A section 
of CM&E’s special July maintenance report is devoted to man- 
ufacturers’ spare parts and accessories manuals. 


CONTRACTORS’ MECHANICS work on both automotive 
equipment and construction machinery. This truck is getting 
a new engine, brakes, springs and front-end. Contractors look 
for maintenance tips and how-to-do-it features in CM&E’s 
July issue, for increased profits. 


Contractors Buy from your Present eo 
tio 


Don’t worry about special distribu to sell this 
market. As far as distribution goes, you already have it. 
Contractors are buying their maintenance items from 


your present outlets: 


Auto Supply Houses Oil Companies 

Truck Dealers Tire Dealers 

Equipment Distributors Gasoline Stations 
Industrial Dig#fibutors 
Contractor Supply Firms 


Manufacturers Direct 
Jobbers 


Bulk Plants Electrical Supply Houses 
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Contractors buy maintenance items... . contractors 
buy advertised brands .. . contractors buy from your 
present outlets. If you want to do maintenance business 
with these contractors, tell your complete product story 
in Construction Methods and Equipment. Contractors 
prefer Construction Methods for maintenance reporting 

. advertisers prefer Construction Methods for main- 
tenance selling ... an unbeatable combination found in 
no other magazine serving this market. 


Recognizing the importance of contractor mainte- 
nance and the job that Construction Methods does in 
getting their product story to the most influential seg- 
ment of this market, the following 105 manufacturers 
are making regular maintenance sales calls on the 
39,103 paid subscribers of Construction Methods: 


BIG LATHE, above, is typical of machine tools found in con- 
tractors’ shops. Overhead and jib cranes, presses, milling 
machines, ete., are standard equipment. 104 contractors told 
CM&E they owned $2,019,000 of shop tools. 





CM&E MAINTENANCE ADVERTISERS—LAST 12 MONTHS 


Phillips Petroleum Co. 

Proto Tools Div., Plomb Tool Co. 
The Pure Oil Co. 

Purolator Products Inc. 
Raybestos-Manhattan Inc. 
Rodgers Hydraulic Inc. 

John A, Roebling's Sons Corp. 
Shell Oil Company 

R. H. Sheppard Co., Inc. 

Sinclair Refining Company 

Skil Corporation 

Snap-on Tools Corp. 

Standard Oil Company of California 
Standard Oil Company of Indiana 


Fuller Mfg. Co. 
The Garret Corp. 
Gar Wood industries Inc. 
Gates Rubber Company 
General Electric Company 
General Tire and Rubber Co. 
Goodall Rubber Co., Inc. 
B. F. Goodrich Co. 
Gulf Refining Co. 
Harnischfeger Corp. 
Paul E. Hawkinson Co. 
Hercules Motor Corp. 
Hobart Bros. Co. 
John W. Hobbs Corp. 
Hyatt Bearings 

Div., General Motors Corp. 
Hyster Company 
Illinois Gear and Machine Co. 


Aeroquip Corporation 
Alemite Division, 

Stewart Warner Corp. 
Buda Division, Allis-Chalmers 
Allison Division, General Motors Corp. 
American Bosch Arma Corporation 
American Bosch 

Div. of American Bosch Arma Corp. 
American Manganese Stee! 

Div. of American Brake Shoe Co. 
American Steel and Wire 

Div. of U. S. Steel Corporation 
American Tire Machinery, Inc. 
Armstrong Siddeley Motors Ltd. 
Avco Manufacturing Corp. 
Bethlehem Stee! Co. 
Black and Decker Manufacturing Co. 
Blackhawk Manufacturing Co. 
Boston Woven Hose and Rubber Co. 
Broderick and Bascom Rope Co 
Caterpillar Tractor Co. 
Chisholm Moore Hoist Div 
Chrysler Corp, (Ind. Eng. Div.) 
Cities Service Oil Co. 
Automotive Div., Clark Equipment Co. Div., H. K. Porter Co., Inc. 
Coffing Hoist Co. 
Commercial Shearing and Stamping 
Continental Motors Corp. 
Cotta Transmission Co. 
Cummins Engine Co. 
D-A Lubricant, Inc. 
Detroit Diesel Engine 


Stoody Company 

Symons Clamp and Mfg. Co. 

Templeton Kenly & Co. 

Texas Co. 

Thermoid Co. 

Timken-Detroit Axle Div., 
Rockwell Spring and Axle Co. 

Timken Roller Bearing Co. 

Tsubakimoto Chain K. K. 

Twin Disc Clutch Co. 

Union Oil Co. of California 

Union Wire Rope Corp. 

United States Rubber Co. 

U. S. Steel Corp. 

Visking Corp. 

W. G. B. Oil Clarifier Co. 


International Harvester Co., Inc. 
Johns-Manville 

Katolight Corp. 

Kohler Company 

Leland Equipment Co. 

Leschen Wire Rope 


Lincoln Electric Company 

luber-Finer, Inc 

Lubriplate Div., Fiske Bros. Refg. Co. 

Macwhyte Co. 

Mali Too! Company 

Malsbary Mfg. Co. Weatherhead Co. 

Martin-Decker Corp. Westinghouse Air Brake Co. 

Maxon Construction Co., Inc. Dumpcrete Div. Westinghouse Electric Corp. 

Wickwire Spencer Steel Div., 
Colorado Fuel & Iron 

Wisconsin Motor Corp. 

Wrought Washer Manufacturing Co. 


Div., General Motors Corp. 
E. |. Dupont de Nemours and Co. 
Eaton Mfg. Co. 
Firestone Tire and Rubber Co. 
Flexible Steel Lacing Co. 
Fram Corp. 


Minneapolis-Moline Co. 
Motorola Communications 
and Electronics Inc. 
Nordberg Manufacturing Co. 
Pacific Car and Foundry Co 











These advertisers know that contractors want and struction magazine devotes an entire issue to this im- 


need the steady flow of up-to-the-minute maintenance portant problem. 
tips and how-to-do-it features that Construction Meth- 
ods provides. Their maintenance advertising in Con- 


struction Methods gets to the people interested in main- Start Selling to this Market in July 


tenance and maintenance products because mainte- 
nance stories are carried throughout the year and an 
entire issue is devoted to it each July. No other con- 
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Use CM&E’s July Maintenance Issue to tell your com- 
plete maintenance product story. For the eighth straight 
year, this issue will be entirely devoted to equipment 





maintenance. It’s a natural place for you to begin your 
maintenance sales calls on the 39,103 paid subscribers 
who have selected Construction Methods because it 
helps solve their everyday problems. Contractors are 
vitally interested in maintenance ... they look forward 
to this special report every year ... they keep it for 
handy reference and use it constantly throughout the 
year. 


Here’s what the CM&E readers look for 
in the July Maintenance Issue 


1. Fourth Annual Inventory of Service Manuals— 
a revised listing of manufacturers’ own operating, re- 
pair, maintenance and parts manuals. These are the 
manuals that show the equipment owners the ABCs of 
operation and maintenance on the machines and tools 
that you sell to contractors. By publishing this inven- 
tory, CM&E makes it possible for its readers to get any 
of these manuals they may need right from the manu- 
facturer. Contractors have come to rely on this section 
of the Maintenance Issue—it’s the only place they can 
get this information. 


2. On the job reports of contractor maintenance 
operations—stories on how other contractors profit from 
good preventive maintenance programs. Interest in 
these maintegance stories is high among our contractor- 
readers, agf#Proven by our monthly Readex Reports.* 
Here’s a few maintenance stories which CM&E ran in 
1955, along with the percent of readers interested: 





HOW TO REPAIR AND 
MAINTAIN TUBELESS 
TIRES .. . 57% of readers 
interested. Basic tips on 
tubeless tire repairs and 
maintenance for off-high- 
way trucks and earthmov- 
ers. How to repair these 
tires, what tools contrac- 
tors need and safety pre- 
cautions to take. 














PUNCHED CARDS KEEP 
TRACK OF MAINTE- 
NANCE ...54% of readers 
interested. Automatic busi- 
ness machines and tabula- 
tors, adapted to contrac- 
tors’ needs, help reduce 
equipment downtime by 
expediting replacement and 
repair materials and parts. 








“GIVE” OPERATOR HIS 
OWN MACHINE .. . 60% 
of readers interested. The 
operator knows his ma- 
chine and knows how to 
get the most out of it. Make 
the operator responsible for 
minor repairs and let him 
help the mechanics with 
the major repair jobs. 











3. Your product advertising . . . plays an important 
part in the annual July Maintenance Issue. Readex re- 
ports and reader comment show high interest in your 
product sales stories. Many advertisers have found that 
specifically talking about maintenance, keying their 
advertising to the theme of the issue, has been success- 
ful and most effective in selling to this market. Here are 
some typical maintenance ads with the percent of read- 
ers interested: 





Simple Controls Mean 
Operator Combort 


ee 
o 


Operator Can See What 
He is Doing 











EIMCO CORP .. . 43% of readers interested. EIMCO shows 
how ease of maintenance cuts costs to a minimum. Cross-sec- 
tion drawing gives reader the specific details of how to main- 
tain this machine. 


continued on next page 





*Every editorial item and every advertisement in every issue of 
Construction Methods is studied by Readex—an exclusive CM&E 
service among construction publications. Since April 1951, CM&E 
has gathered a wealth of information for you through Readex Read- 
er Interest Reports. Your Methods’ salesman can show you how 
other advertisers have benefitted from reader reaction on layout, 
copy, use of color and the values of increased space. These re&der 
interest reports can help point the way to increased reader interest 
and more effective advertising for you. 
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LeTOURNEAU- 
WESTINGHOUSE 

. . 53% of readers inter- 
ested. Gives the contractor 
step by step information 
on reduction of tire trou- 
bles. No exaggerated claims 
or idle boasts . . . plenty of 
good solid information. 
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Reserve your space now in this timely issue devoted 
to this dynamic and growing maintenance market. Con- 
tact your CM&E salesman or Construction Methods di- 
rectly: 














CATERPORLAR || - & a 
‘ am | . ‘ 


an 











CATERPILLAR SPARE STOODY HARD FACINGS 
PARTS .. . 35% of readers . . . 31% of readers inter- 
interested. ested. 





Closing Date, CM&E Maintenance Issue: 
June 15th 


Remember, Construction Methods is the only con- 
struction publication to devote an entire issue to equip- 
ment maintenance. It’s the only place contractors get 
this information. This special report is aimed directly 
at your top customers and prospects—the contractors 
who are spending $1 billion on maintenance and repair. 
It’s a big share of the construction market you can’t 
afford to overlook, Write, wire or phone for copies of 
the nine most recent maintenance marketing aids avail- 


able for your use: 


. How To po MAINTENANCE BusINEss WITH 
Mopern CONTRACTORS 
. ESTIMATED NUMBER OF MACHINES OPERATING 
IN CONSTRUCTION 
YROWTH OF NUMBER OF MACHINES IN USE 
1945 to 1955 
. CM&E Truck MAINTENANCE STUDY 
. CM&E MAINTENANCE BrAND RECOGNITION STUDY 
. CM&E MAINTENANCE BuyInc PRACTICES STUDY 
. Reapex Reports ON MAINTENANCE EDITORIALS 
AND ADVERTISEMENTS 
. 1955 MAINTENANCE Propuct SPACE CHECK ON 
CONSTRUCTION MAGAZINES 
9. Case HisTorIEs ON CONTRACTOR MAINTENANCE 
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OFFICES AND REPRESENTATIVES 


New York 36, 
330 West 42nd Street 
Longacre 4-3000 
(R. H. Larsen) 
Chicago 11, 
520 North Michigan Ave. 
Mohawk 4-5800 
(D. J. McGrath, 
H. J. Mashur, Jr., 
J. L. Rice) 
Cleveland 15, 
1510 Hanna Bidg. 
Superior 1-7000 
(W. E. Donnell) 
Philadelphia 3, 
Architects Bidg., 
17th & Sansom Sts, 
Rittenhouse 6-0670 
(L. S. Kelly, Jr.) 
Atlanta 3, 
1321 Rhodes-Haverty Bidg. 
Walnut 5778 
(W. D. Lanier) 


Dallas 2, 
Adolphus Tower Bidg., 
Main & Akard Sts. 
Prospect 5064 
(Gordon Jones) 


Los Angeles 17, 
1125 West 6th Street 
Madison 6-9351 
(H. L. Keeler) 


San Francisco 4, 
68 Post Street 
Douglas 2-4600 
(R. C. Alcorn) 


Boston 16, 
350 Park Square Bidg. 
Hubbard 2-7160 


Detroit 26, 
856 Penobscot Bidg. 
Woodward 2-1793 


St. Louis 8, 
3615 Olive Street 
Jefferson 5-4867 











Get your share of this 

$1 billion market. 
Contractors buy maintenance 
parts and supplies — 

make sure they buy yours. 


CONSTRUCTION 


METHODS AND EQUIPMENT 


sy A McGRAW-HILL PUBLICATION 


330 West 42nd Street, New York 36,N. Y. 
Longacre 4-3000 








which ad 
attracted 
more readers? 








Massive boooMuilt of USS TRLTEN Steel a0‘ton crane becomes 85-ton ¢ 


helps to keep this giant shovel working around-the-clock all year ‘round with no increase In size 


To pay off on the more than a million: 
and a half dollers invested in + eee. 
moth 45-cu. yd 
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¢ ee iF] Sf 1H6 UNITEO STATES STEER HOUR me TV 


USS HIGH STRENGTH STEELS Tiss) uss CONSTRUCTIONAL ALLOY STEEL 


Contrast vs. massive blackness ae 4 


= These two U. S. Steel ads appeared in rgcent issues of Machine 
Design. Similar in theme, they differed widely in technique. The 
“High Strength Steel” ad used an outline illustration and ample 
white space. The “T1” constructional alloy steel ad emphasized the 
massive bulk of crane and ladle with a loomingly dark illustration. 
Which ad attracted more readers? See page 88. 





IRON & STEEL 
ENGINEER 


Biggest! 


directed to the 
lron and Steel 
Producing 
Industry 


Biggest paid circulation 
directed to the Iron and 
Steel Industry 


E 


Most specific Steel Indus- 
try coverage from top 
management to produc- 
tion titles 


First in reader preference 
by unbiased survey 


Popular 
for a good reason 


@ Detailed, Practical Editorial 
e Authoritative Exclusive Sources 


e Hand picked Editorial Subjects 
by request of readers 


d 
Sta ahea 
ene leader 


IRON & STEEL 
ENGINEER 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 
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a 


ey which ad 


attracted 
more readers? 


® Both illustrations well 
adapted to their subjects. But the 
“High Strength” ad, with its clear- 


white 


were 


cut illustration and 
space, got a “noted” score of 22%, 
while the “T1” ad got only 8%. 
The ad got a 
high “read most” score—50% of the 
original “noters.” This is especially 
significant in view of the long copy. 


ample 


top-scoring very 


Fast-moving, easily read copy con- 


Below is 
the answer 
to the problem 


on page 87 





NY 


tributed to this high rating. 

The “T1” ad probably scored so 
low because of the poorly-detailed 
illustration further complicated by 
the white-on-black headline. The 
small inset illustration cuts off the 
view of the total operation, reduc- 
ing interest. The “read most” score 
was 2%. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 


USS High Strength 
Noted Seen- Read 


Assoc. Most 





OSS Kien STRENGTH sTeELS ©) 


50-ton crane becomes 85-ton crane 
with merase m size 


USS “T1” 
Noted Read 


Most 


Seen- 
Assoc. 





oss * 4 CONSTRECTIONSL ALLOY STEM © 








oO Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


a Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser. 


R] Read Most denotes the per cent of 


8 2 


7 4? 
J be 


readers who read 50% or more of the 


copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost ratio above 100 is above 


average; below 100 is below average. 
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PUBLISHED MONTHLY IN THE INTEREST OF ADVERTISERS 


by Associated Construction Publications 


Advertising in ACP Regional Boosts Pennsylvania 
Distributor’s Parts and Service Business 


Harry P. Frantz, Vice President 

of Frantz Equipment Company, 

distributors of heavy construction 

equipment, Philadelphia, Pa. 
Author of this ar- 
ticle, Harry Frantz, 
points out a timely 
benefit of advertis- 
ing in ACP Region- 
als: to emphasize a 
parts and service 
message to turn- 
pike contractors as 
they move into new 
areas. 


F apnea our advertising program in 
regional publications over the past 
fifteen years has had the sale of construc- 
tion equipment as its primary goal, we 
are now realizing a ‘bonus’ benefit in 
the increased sale of repair parts and 
service as a direct result of this program. 
It is apparent that the increased mo- 
bility of the contractor has enabled the 
regional publication to reach a wider 
cross section of the industry. The con- 
tractors are now reading regional publi- 
cations for information on the parts and 
service facilities available to them in 
strange work areas into which they are 
moving their equipment. As an example, 
our advertising campaign in Construc- 
tioneer now reaches contractors who are 
coming into the Eastern Pennsylvania 
area from the Middle West, the South 
and the New England States, as low bid- 
ders on turnpike and expressway projects. 
Though the contractor usually buys his 
heavy construction equipment in his home 
area, he must find an efficient source of 
repair parts and service close to the job 
site. For this reason, we are spending an 
increased percentage of our advertising 
dollar in the institutional ad designed to 
tell the out-of-town contractor of the parts 
and service facilities we can offer. 
The institutional ad may seem to tell 


an old story to the local contractor but 
the regional publication has now taken 
on a vastly expanded coverage by placing 
the equipment dealer’s story on the desk 
of the contractor, who comes to the terri- 
tory with the thought in mind of buying 
the best parts and service available. If the 
dealer has this service and tells his story 
in the regional publication, he will reach 
these contractors and will get the business. 


MAY, 1956 


ACP READERS SPENDING RECORD 
AMOUNTS TO MATCH $60 BILLION 
CONSTRUCTION BOOM 
First quarter reports indicate that con- 
struction is booming along at a $60 Billion 
a year clip and that contractors are 
matching the boom with all-time record 
purchases of new equipment and ma- 
terials. The men who are getting the lion’s 
share of the business read ACP Regionals. 
Only ACP gives you the cream of the 
crop — 89,294 readers! This includes 
30,411 contractors and their key men; 
28,938 public road, street and building 
officials; 5,300 engineers who advise, 
supervise and design projects; 4,720 pro- 
ducers of rock gravel, stone and other 
basic materials; and 19,925 other readers 
including your dealers and their salesmen. 


“SUCCESSFUL OHIO CONTRACTOR” 
SERIES IN ACP REGIONAL WINS 
FRIENDS AND SALES FOR DEALER 


“"WAY AHEAD 
OF ALL OTHER CRAWLERS” 


ones 


Local job stories featuring well-known 
names in construction are the foundation 
for a series of ads run by Ohio Machinery 
Co., Columbus, O. The series maintains 
identity by a uniform format treatment, 
and repetition of the emblem, “Successful 
Ohio Contractor.” This progressive Ohio 
equipment Dealer has proved that only in 
his local Associated Construction Publi- 
cation can he pinpoint his sales message 
to a special market . . . and give local 
owner flavor like this ‘Successful Ohio 
Contractor” story! 


LOCAL NEWS—THE REASON 
WHY 7 OUT OF 10 CONSTRUCTION 
MEN PREFER ACP! 





News Items 


ROADS © STREETS 


Mwtnact © WATERWORKS 
Vimo 





——_—s 

Illustrated here is a typical page of 
“Bid & Award News” from an ACP 
Regional. Every job shown is local — 
within a practical distance of every reader. 
Each year ACP editorial pages carry 
11,000 or more pages of news on bids 
wanted, contracts awarded, and construc- 
tion project news. Last year 2,416 pages 
of local job stories were featured in ACP 
Regionals in addition to 2,086 pages of 
equipment, literature, manufacturer and 
distributor news. 











ACP IS THE KEY TO THE $60 BILLION CONSTRUCTION MARKET 


Associated Construction Publications are 
14 regional construction publications 
that an advertiser can purchase as a 
unit or separately to blanket or pin- 


point the construction market. For de- 
tailed information, write George Stewart, 
Sec’y., 6 South Orange Avenue, South 
Orange, New Jersey. 
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CIEN 


now 


TWICE A 
MONTH 


a faster service for 














a faster age. 





CIEN's service to readers is so complete 
that there was little we could add to im- 


prove its contents. 


But there was one important step we could 
take to increase its value to product selec- 
tors: we could speed up our reporting of 


what's new in Canadian industry. 


This we have now done by doubling the 


frequency of issue. 


CIEN readers now get the news half a 
month earlier. That's helpful and important 


in these fast-moving times. 


Greater flexibility of presentation is another 
important. advancement. Multiple unit ad- 
vertisements may now be accepted in the 
following sizes: 

7" x 10" — (4 units) 

7" x 4%" — (2 units — horizontal) 


Please let us send you full particulars. 


CANADIAN 
INDUSTRIAL 
EQUIPMENT 
NEWS 


No. 1 Publi 





to Sell C di 
Industry 
All Industry Coverage — twice a month 
Most News of Industrial Products. 


Gardenvale, Que. 


Telegrams, express: Ste. Anne de Bellevue, Que. 
Representatives in all major 
U. S. industrial regions. 
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$12 billion spent 
on packaging 
materials in ’55 


By Frederick Borden 


= Expenditures for packaging con- 
tainers, supplies and equipment 
during 1955 came to about $12 bil- 
lion, a figure representing close to 
3% of the entire gross national 
product. 

If the costs of labor, overhead 
and services are added, the nation’s 
total packaging bill last year 
reached a gigantic $20 billion. 

In terms of materials used, paper 
and paperboard products led the 
field, with $4 billion expended on 
their purchase. Metal containers 
costing a total of $2 billion were 
the runners up, followed by glass, 
$600,000,000; wood, $600,000,000; 
plastics, $300,000,000; burlap and 
cotton, $300,000,000; aluminum foil, 
$100,000,000 and such items as tapes, 
inks and adhesives aggregating an- 
other $100,000,000. Machinery and 
equipment used in packaging oper- 
ations were purchased for a total of 
$150,000,000. 

Included as well in the $12 billion 
total are the costs of printing, label- 
ing, decorative papers and fabrics, 
ribbons and ties, cushioning mate- 
rials, aerosol valves, etc. Not in- 
cluded are services for which no 
over-all statistics are compiled, 
such as development work, testing, 
design consultation and other simi- 
lar services. 

During 1956, production of folding 
cartons alone is expected to jump 


Who supplied the facts . . 


IM asks business 
paper editors 
about conditions 
in their fields. 


another 10%, to achieve a sales total 
of nearly $900,000,000, and to absorb 
2,500,000 tons of boxboard. 


Plastics pose a challenge . . 
All the basic types of containers 
now in use — cans, glass, tubes, 
flexible packages, set-up boxes, foil 
pans, shipping cartons, drums, etc. 
— have shown continuous improve- 
ment in design and construction. 
But one of the outstanding trends 
in the field has been the develop- 
ment of plastics, to a point where 
they now offer a serious challenge 
to the more traditional materials, 
especially for use on mass distribu- 
tion throw-away packages. 

The visibility, economy, novelty 
and convenience that the modern 
merchandiser constantly seeks is 
being found to a considerable ex- 
tent in vacuum and pressure formed 
sheet plastics. 

With some authorities in the field 
of meats freely predicting that by 
1960 nearly half of all red meat sold 
to the American consumer will be 
frozen, this area is seen as one of 
developing opportunity for the 
packaging field. In addition to the 
refrigerating treatment, experiments 
in antibiotic control hold promise of 
increasing the shelf life of many 
food products, and thus making 
possible brand goods merchandising 
— and the necessary promotional 
packaging — of the type successfully 
used today by canned and car- 
toned foods. 


Packaging backs promotion . . 
Point of sale development over the 
past few years has brought in its 
wake an increasing awareness on 
the part of top management that 
products can succeed or fail in re- 


Continued on page 92 


Facts for this story were supplied by Modern Packaging, The Glass 
Packer and Fibre Containers & Paperboard Mills. 
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finds Industrial Equipment News 

at its all-time high 

in usefulness, influence, 

circulation and linage 

the most advertised in 

business paper, because 

the most actively consulted 

for new and improved products. 
Details? Send for complete DATA FILE. 
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sas; 5 . lation to the way packaging carries 
: The:Men ‘Who on the appeal to the consumer trail- 
ae . VER blazed by advertising and other 
BUY: : forms of promotion. This awareness 

has in turn led, not only to greatly 


~ ELECTRICAL increased production of packaging 
PRODUCTS materials, but also to much growth 


in the amount of research, develop- 
ment and testing. 
For almost every manufactured 
product requires some form of con- 
These are the 33,000 electrical tainer in its journey from producer 
men who ask for and receive EE. to consumer, and the recently 
89.7% of these readers are engi- broadened recognition of packag- 
neering and technical men, and ing’s importance as a medium of 
sales has helped to bring about the 
boom. 

Some comparative statistics will 
show how the industry has grown. 
For example, in 1940, metal cans 
consumed 2,000,000 tons of steel; in 
1954, they used up 4,143,000 tons. In 
1950, about 300,000,000 Ibs. of trans- 
parent film were used for packaging 
purposes; four years later, the total 
oe was 645,000,000 lbs. Glass containers 
MANUFACTURING numbered 52,116,000 gross in 1940; 

; in 1954 their total was 126,898,000 


gross. 


DESIGN 





all copies of the magazine are 
addressed by name and title. 








INSTALLATION The cost of packaging is an im- 
AND MAINTENANCE portant item today in the final price 
of a product. In the stationery field, 

for example, it represents 20% of 


ELECTRICAL the manufacturer’s selling price. In 


inks and adhesives, it is 40% of the 


PRODUCT INFORMATION MAGAZINE price; in drugs 35.2%; in baked 


° ° goods, 7.8%; motor oil, 34% and 
exclusively saabiene | foods, 24.1%, to cite a few random 


ELECTRICAL MANUFACTURERS examples. 


and the Selling gets complicated . . 


INDUSTRIAL ELECTRICAL MARKET Selling packaging materials to a 
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manufacturer today is a process that 
involves influencing more _ than 
just one department or individual. 
Since the package affects almost 
every phase of the manufacturing 
operation, decisions become a top- 
level responsibility, involving con- 
sideration of opinions from heads of 
many departments. 

Once a decision has been arrived 
at, and packaging operations are 
under way on a normal, continuing 
basis, purchase of necessary mate- 
rials may well rest entirely in the 
hands of the purchasing department. 
But, prior to that time, considera- 
tion of design, materials, capital in- 
vestment required for new ma- 
chinery or equipment, and other 
such pertinent factors may involve 
study by sales, advertising, mer- 
chandising, production, legal and 
other divisions of a company. 

In some organizations, a package 
committee may be named, composed 
of representatives of the various di- 
visions involved, to study the ques- 
tion, and to come up with recom- 
mendations meeting the require- 
ments of all divisions. In other cases, 
some one individual may be as- 
signed the task of coordinating the 
new development, but here, too, he 
will consult with the several divi- 
sion heads whose requirements must 
be taken into account. . 


Miller mail piece shows 
product in three dimensions 


A tiny pop-up slide viewer at- 
tached to a Miller Printing Machin- 
ery Co. mail piece gives prospects 
a three-dimensional look at five of 
the company’s printing presses. 

The mailer is printed on heavy 
stock paper folded double into a 
4x6” piece. When the _ prospect 
opens the piece, a little black card- 
board box, activated by a rubber 
band, pops up in the corner of the 
inside fold. 

The box has a peep hole with a 
lens in it on one side and a little 
“wheel” of film on the other side. 
When you look through the hole 
and turn the wheel, you get three- 
dimensional views of five Miller 
printing presses in full color. 

Copy on the mailer says, “If you 
want to take a longer look, either at 
literature or actual presses, send in 
the enclosed reply card.” 


Every Town 


is aBlG 


Electrical 
Contracting 
MARKET* 


75% of all new construction is being 
done in cities, towns, and villages 
under 25,000 population. Every 
town, therefore, must be considered 
a BIG electrical contracting market. 


Only CEE reaches 20,687 electrical 
contractors of all sizes. 
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Now. eegreater impact = 


The new, larger size will be introduced with the 


INDUSTRY & POWER’S new, large, Putman- 
style format puts the emphasis on adver- 
tising IMPACT. 

Each ad is dramatically displayed right alongside 
editorial features. NO ads are “buried”—NONE 
tucked away in page-after-page of solid advertising. 
Our readers—your market—can’t miss a single ad- 
vertisement! 

This advance in format is as practical, up-to-date, 
and effective as television or wide-screen movies. 
And Putman-style format permits a freedom in 
graphic presentation of editorial and advertising 
material that cannot be matched in conventional size 
pages. It’s in line with our policy of constantly im- 
proving your means of contact with your market— 
the men who manage POWER SERVICES. 


June issue. 

As with all Putman publications the larger format 
uses standard size plates. 

Can INDUSTRY & POWER sell your product? It 
definitely can. For specific information on our hand- 
picked circulation, or evidence of reader action, 
write: Industry & Power. 


Industry & Power 


Established 1920 


Commercial Bank Building 
St. Joseph, Michigan 





















GOING OVERBOARD? 





New plant expansion 
fine, but it worries 
money managers 


® For some public officials, every- 
thing has its dark side. Even the 
wonderful news that U.S. industry 
plans to pump an unprecedented $35 
billion into new plant and equip- 
ment in 1956. 

For industrial suppliers, these ex- 
pansion plans represent a tremen- 
dous opportunity. And for econo- 
mists in general, the pick up in 
plant and equipment expenditures is 
a welcome development, offsetting 
the slump in home building and 
automobile sales. 

But for the “money managers’— 
the fellows at the Federal Reserve 
System who try to keep the supply 
of money in balance by manipulat- 
ing interest rates—this sudden up- 
surge in investments has become a 
matter of concern. 

By mid-April, Federal Reserve's 
indicators showed that banks were 
receiving a flood of requests for 
loans. Some seemed to represent 
questionable inventory accumula- 
tion. Others simply represented ex- 
pansion programs on such a scale 
that the experts became fearful 
there would not be enough money 
to finance everything in sight with- 
out bringing on the danger of in- 
flation. 

In an effort to dampen some of 
this demand, rediscount rates were 
advanced to 3%, the highest point 
in recent years. Speaking with the 
cool aloofness typical of the profes- 
sionals who dedicate their lives to 
the delicate job of credit manage- 
ment, one of the board’s experts ex- 
plained: “The increase in interest 
rates may not be enough to stop 
anyone. On the other hand, it ought 


| WASHINGTON 


REPORT 


by Stanley E. Cohen 


to be a warning to business men 
that this is the time to re-examine 
their expansion programs and make 
sure they are not going overboard 
in the excitement of a competitive 
situation.” 


Expansion plans justified . . De- | 


spite the conservatism of the money 
managers, other government econo- 
mists are convinced the elaborate 
plans for expansion into new plant 
and equipment are well justified by 
both short and long term business 
prospects. 

For the short run the economists 
find consumer buying power at peak 
levels. And they point out that in 
the final analysis, consumer buying 
is the real basis of virtually all 
business activity, including indus- 
trial sales. 

Moreover, 
elaborate expansion plans 
business has framed for 1956 really 
represent something more than a 
bet on the short run. With popula- 
tion increasing, and the whole coun- 
try in the midst of a great period 
of growth, economists figure busi- 
ness men 


feel the 
which 


economists 


really have no 
other than to gear themselves for 
the greater demands which are just 
beyond the horizon. 


of the 
decided 


Inventories rise . . One 


reasons the government 


to tighten up on credit terms this 
spring was the growing uneasiness 
about inventories. The $2.6 billion 
increase in inventories during 1955 
consisted largely of raw materials 
and goods in process, and was con- 
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NOTHING 


























Lnside America’s rubber plants, research 
and development moves at a fast pace... 
with chemicals and raw materials con- 
sumed in vast quantities. Inside 391 plants 
in this industry, 574 copies of Chemical 





Materials Catalog are always on hand to 
furnish facts fast about your products 
CMC is bound to keep your literature read- 
ily available when it is needed every day 
of the year. 


89% reference use in plants 


A new investigation of CMC revealed 89% 
use of this volume as a necessary reference. 
Indexed 5-ways to speed fact-finding, CMC 
directs potential customers right to your 
literature describing your products in rub 
ber plants from coast to coast including 





41 plants in Massachusetts 





39 plants in New Jersey 
61 plants in Ohio 
30 plants in Illinois 





and hundreds more 


CMC sells all process industries 


From rubber and chemical to food and 
plastics plants, 18,000 copies of CMC pave 
the way for low-cost sales inside more 
than 10,000 process plants of all kinds 
Write on your letterhead for a copy of the 
latest report showing how CMC stimulates 
buying action. 


CHEMICAL MATERIALS CATALOG 


REINHOLD 


Publishing Corporation 
430 PARK AVENUE, NEW YORK 22, N. Y. 
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a 
A Quiz OF INTEREST TO 
INDUSTRIAL AD MEN 


Just as the job of the men perform- engineering. To solve them, many 
ing the function of tool engineering products and methods must be con- 
—planning for better production sidered. 

methods—is never-ending, so is the 

flow of problems which these men Your product may have been helpful 
continually face. in these solutions—or countless other 
These three actual manufacturing Solutions which men performing the 
problems are typical of the thousands tool engineering job must arrive at 
which are encountered daily in tool every day. 


How would you effect savings 
in both time and labor in 
molding hollow aluminum 
turbo-blower rotors weighing 
as much as 780 lIbs.? 


By using permanent molds of 
cast Meehanite, tool engineer- 
ing found that four men can 
produce 20 castings a day, 
where previously seven men 
had been required to produce 
4 castings per day. 


How would you speed up fastening operations with power 
screwdrivers from 50% to 400%? 


Tool engineers are employing an automatic screw feeding 
system, including a hopper, a feeding mechanism, and a 
head that fits almost any standard power screwdriver to 
solve this problem. Screws gripped by the head may be 
driven at any angle in any plane, and are automatically fed 
and positioned. Reserve hopper holds enough screws for at 
least 4 hours work. 


How would you cut a groove on the shaft of a gas- 
oline lawn-mower engine, quickly, accurately, and 
economically, where fairly close tolerances are re- 
quired? 


This problem was solved by holding the shaft sta- 
tionary and using a rotating tool equipped with a 
special attachment—consisting of an external gage 
head for piloting the tool and a bracket for holding 
the cutter. 





Only the 31,000 men performing the tool 


engineering function could have made ye 

decisions like these. They make thousands Se Prey | 

just like it every day. Do they know about a 

YOUR product? You can tell them about Eng EEReGe Er’ 
it—and influence them—in the pages of 


their own professional magazine. Publication of the 


American Society of Tool Engineers 
ASTE Bidg., 10700 Puritan Ave., Detroit 38, Mich. 
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| WASHINGTON .. 


continued from p. 95 


sidered to be quite in line with the 
increasing rate of industrial activity. 

But an additional $1 billion in- 
crease in the first two months of 


| 1956 included about $500 million of 


finished goods. Federal Reserve 


| people were disturbed about this 
| increase at a time when many con- 


sumer goods industries have passed 


| capacity operation and have recog- 
nized a need to slacken off. 


Distribution woes . . Though most 


, | government controls over business 


have been eliminated in recent years 
there are still endless examples of 
the unnatural situations which are 
created by government intervention 
in the matter of distribution of ma- 


| terials. 


Some of the most critical situa- 
tions center on nickel, where large- 
scale stockpile purchase programs 
continue to leave industry with a 
far smaller supply of the material 
than it requires. 

In an effort to ease the situation 


| the government has diverted over 
| 20 million pounds of nickel from 
| stockpile delivery schedules to in- 


dustry for the second quarter of 
1956. 

But there is growing uneasiness 
in Congress over reports that many 
manufacturers, particularly smaller 
ones, are being forced to buy nickel 
in a spreading gray market at $2.50 
to $3 per pound. 


Substitutes get permanent . . 


| Since the shortage of nickel is due 


to ease in the future, certainly with- 
in the next four or five years when 
stockpile requirements have been 
met, the nickel industry is fearful 
that many of its normal customers 
will have redesigned their products, 
and become accustomed to using 
substitutes. 

Look what happened to colum- 
bium and tantalum, for example. In 
pre-World War II days these prod- 
ucts were used in a variety of con- 
sumer goods, ranging from special 
steels to camera lenses and fountain 
pens. 

During the long years of short- 
ages, non-defense industry learned 
to go without. And in 1955, the 
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MILLS SHEPARD, currently conducting a continuing study of IA advertising reader- 
ship, here checks the top-rating ad in the January 12 issue—the four-page Inland Steel 
insert that scored RHS 59, RP 46, RT 20. A specialist in magazine research, Shepard 
broke into the field with Starch, held top research posts at Dun & Bradstreet and 
McCall’s before setting up The Mills Shepard Organization, in Bronxville, N.Y. 





Number of Plant Workers Provides 
Index of Metalworking Buying Power 


You can quickly and accurately determine the buying power of metal- 


working plants through plant worker statistics. That's because a direct 
relationship exists between the number of production workers and the 
amount of goods and services that a plant must purchase to keep them 
employed. Therefore the relative buying power of any segment of the 
industry can be gaged by comparing the number of plant workers in the 
group to the total for all metalworking. 

The IRON AGE Basic Marketing Data provides plant worker statistics 
for the metalworking industry in 4-digit product detail. The table below 
summarizing these statistics shows that IA reaches 97 percent of the buying 
power in metalworking plants employing 20 or more production workers. 


Workers in % Buying Power 
IA Plants Covered by IA 

123,264 99% 
85,945 95% 
1,017,384 98% 
896,364 95% 
1,228,707 97% 
839,240 98% 
1,442,924 99% 
199,137 98% 
150,192 92% 
5,983,157 97% 


Number of 
Workers* 
19 Ordnance & Accessories .............+. 123,410 
25 Furniture, Fixtures (Metal) 90,296 
33 Primary Metal Industry ............... 1,031,523 
34 Fabricated Metal Products ............. 943,361 
35 Machinery (except Electrical) ........... 1,265,422 
36 Electrical Machinery, Equipment 849,902 
37 Transportation Equipment 1,449,764 
38 Instruments, Clocks 203,143 
39 Misc. Manufacturing (Metal) 162,666 

U. S. METALWORKING 6,119,487 

*In plants employing 20 or more. 


S.LC. 9 Major Metalworking 
Code Industry Groups 








Mills Shepard Results 
Of First Four Studies 
Made Widely Available 


Free summary reports of reader- 
ship results obtained by Mills Shep- 
ard in surveys of the January 12, 
February 2 and 23 and March 15 
issues of The IRON AGE have been 
distributed to metalworking adver- 
tisers through their agencies. 

Reports for nine other IRON 
AGE issues which Mills Shepard 
will study in 1956 will also be dis- 
tributed free approximately 60 days 
after publication date. 

More Effective Advertising 

IA is sponsoring this service as a 
contribution towards increasing the 
effectiveness of advertising to metal- 
working in particular, and industrial 
advertising in general. 

Naturally, such improvement can- 
not come from the study of the re 
sults of one or two surveys—but 
rather from the study of the results 
of many surveys—by many people. 
For this reason the service is being 
made widely available. 

Details of Shepard Service 

A Shepard survey is based on 
field interviews with 150 qualified 
IA readers selected to give a sound 
cross-section of circulation. 

Ratings are given in terms of the 
percentage of readers who Remem 
bered Having Seen, who Read Par- 
tially, and who Read Thoroughly 
display ads %-page and larger. 

In addition to readership results, 
the summary reports contain basic 
information about the respondents 
which helps in evaluating the sur- 
vey results. Details of this reader 
data are given on Page 2. 

Limited quantities of the sum- 
mary reports for the January 12, 
February 2 and 23, and March 15 
surveys can be obtained by writing 
on company letterhead to Promo- 
tion Dept., The IRON AGE, Chest 
nut & 56th Sts., Phila., 39. 
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HOW TO GET MORE FOR YOUR METAL FINISHING DOLLAR will be the sub- 
ject of a 32-page article in the June 28 issue of The IRON AGE. This 
special feature will include a revised version of IA’s popular Metal Clean- 
ing and Finishing Handbook — 24 fact-packed pages of up-to-date refer- 
ence material, tables and check lists on just about everything from grit 
blasting to electroplating. Also included will be an 8-page editorial report 
on Plating which offers readers dollar-saving tips on equipment selection, 
processing procedures, controls, handling and new coatings. To advertisers, 
this special issue provides an opportunity to tie in with a major IA 
editorial effort. Closing date for proofs June 8. For complete plates June 15. 


WHAT’S NEW IN METALWORKING — Forming-and-shaping-tool sales boom 
is underway. Total sales of $207 million in 1955 accounted for 25 percent 
of all machine tool purchases. On the new business side, press builders 
booked $378 million in orders — 129 percent over 1954. Metal cutting 
equipment by contrast gained 75 percent. Big problem for 

builders is still the heavy (now 16-month) backlog of unfilled orders 
Punch press purchasing shows three emerging trends: (1) a swing to 
heavier-than-needed units for increased versatility and die life, less mainte- 
nance, noise and vibration; (2) more package purchasing of machine-plus- 


complete-tooling and (3) better coordinated buyer-supplier engineering 


press 


Magnesium has found a brand new metalworking market in tooling plate. 
More than 1 million pounds of magnesium tooling plate—mostly for jigs, 
fixtures and patterns in appliance, aircraft and automotive industries — 
are ticketed for 1956. . 
ing can maker presses research to develop tinless cans. Though progress 
Stainless steel looks 


. Tinplate faces serious market challenge as lead- 


is reported, tinplate consumption still sets records 
to a promising new market in nuclear energy. Design of an average-size 


nuclear power plant today calls for about 100 tons of stainless. 


Steel record in 1955 was due in large part to 61 percent increase in auto 
motive consumption. Autos took 24.6 percent of 84.7 million tons shipped. 
Other major consumers, all up markedly over 1954, were construction and 
maintenance (18.4%), machinery and tools (9.3 containers (8.8%) and 
oil, gas and water (8.7%) . . . Demand in 1956 is picking up in anticipation 
of seasonal upturn and labor uncertainty. Despite all-out March produc- 
tion of 11 million tons, steel mills have made little headway against heavy 
order backlogs . . . Industry expansion of 15 million tons is off to a slow 
start. Producers are concerned about source of expansion funds, feel still 
higher prices and increased earnings are only answer . . . Steel castings, 
headed for a price increase, may actually be tighter this year despite ex- 
pected output for 1956 of 1.8 million tons — 20 percent over 1955. 


LP-gas is getting a big play from fork lift truck, towing tractor and crane 
operators. Selling points are lower fuel costs per gallon, less downtime 
for truck maintenance . . . Industrial diamond use is on the way up. Oper- 
ating economies, offsetting higher initial cost, helped sell 15 million carats 
worth $66,000,000 in 1955 . Trend in moderate heat sources (up to 
1000°F) in metalworking is open flame, with electric units a close second 
choice. IA survey, though, shows that steam still has the largest number 


of applications. 





Buying Influence Profile, 
Reader Data Help Qualify 
Mills Shepard Ad Ratings 


To help companies and agencies 
in evaluating IRON AGE reader- 
ship results, Mills Shepard sum- 
mary reports include not only ad 
ratings but also basic information 
about the survey sample. 

Respondents are asked which ex- 
ecutive metalworking function they 
perform, how long they spend read- 
ing The IRON AGE, where they 
read it, who besides the respondent 
reads it and finally their influence 
in the planning, selection and pur- 
chase of products in 16 major metal- 
working classifications. 

Reader Data Summarized 

This information is then sum- 
marized in the report. The January 
12 report, for example, shows that 
of the 150 metalworking executives 
interviewed 26% were in adminis- 
tration, 33% in production, 27% in 
engineering, 14% in purchasing. 

In addition, 71% of the respond- 
ents spent one-half hour or more 
reading the issue. Also 67% read 
The IRON AGE at business, 9% at 
home, 23% at both places. 


Buying Influence Profiled 

The answers given by respond- 
ents concerning their buying in- 
fluence are presented by executive 
function and for the sample as a 
whole. In the January 12 survey, 
for example, the purchase of fer- 
rous metals products concerned 
30% of administrative, 47% of pro- 
duction, 54% of engineering, 94% 
of purchasing executives, and a 
total of 43% of all those interviewed. 

Similar buying influence data is 
presented for other materials, equip- 
ment, parts and components used 
in metalworking. 





"Irma, there is no such thing, as 
cooking gin!" 








ECCENTRIC 
PRESSES 
head the line at 
Heintz 

Manufacturing , . 
Company VERSON ALLSTEEL PRESS CO. 


MACHINE TOOL. Verson_ two-color 
bleed ad pulled RHS 41, RP 29, RT 10. 


whats new 


in switching economy 


MATERIALS HANDLING. Two-color 
Whiting ad had RHS 42, RP 23, RT 8. 





POWER TRANSMISSION. Cleveland 
W&G two-color ad: RHS 37, RP 18, RT 8. 





No Day is _ \ 


ee 
with these Allis-Chalmers 


vac MOTORS 


auis-cHaLmers © 


ELECTRICAL. Allis-Chalmers b&w ad 
pulled RHS 30, RP 20, RT 7. 





Top-Rating 1-Page Ads 
In First Shepard Study 


One-page advertisements in the 
January 12 issue of IA that pulled 
the highest Remembered Having 
Seen rating in each of eight prod- 
uct categories are reproduced on 
this page. 

These were among a total of 74 
ads %-page or larger in 15 different 
product groups studied by Mills 
Shepard in his first readership sur- 
vey of IA advertising. 

Readership ratings (abbreviated 
in caption text) are in terms of 
Remembered Having Seen (RHS), 
Read Partially (RP) and Read 
Thoroughly (RT). 

For additional details of the first 
Shepard survey see Pages 1 and 2. 


PUT 


MUSCLE 


BEHIND YOUR 
BLAST CLEANING 


METAL CLEANING. Two-color ad by 
Pangborn scored RHS 36, RP 19, RT 6. 





Welding Stee! Plates ter Jet Fuel Storage Tanks 


BETHLEHEM STEEL a 


FERROUS METALS. Black-and-white 
Bethlehem ad: RHS 43, RP 28, RT 12. 


Up to 40% higher tightening torques — 


a feature of new High Torque 
Unbrako socket set screws 


RECOMMENDED SOCKET SET SCREW 
NONTENING TORQUES 

br Poets 

so care set seme somes 
ewe oe me . . . 


FASTENING. An RHS 36, RP 26, RT 10 
for b&w Standard Pressed Steel ad. 


MESTA MACH 


STEEL MILL. Two-color bleed ad by 
Mesta rated RHS 29, RP 17, RT 6. 





The IRON AGE Metalworking Marketer 





Profiles of the Metalworking Market... 


Courtesy Electric Industrial Truck Association 


MATERIALS HANDLING — whether by fork truck, conveyor, hoist, crane or other 
means — is an important operation in all of the 23,000 metalworking plants with 20 or 
more employees. The IRON AGE reaches 20,227 of these top plants. In 1955 it carried 
49 pages of major technical articles and scores of pages of news on this field of 
operations. Valuable market data on materials handling in metalworking will be found 


in IA research reports available on request. 





You Must Sell Materials Handling Equipment 


To Management Team 


As with most industrial products, 
it’s a management team, not just 
one individual, that influences the 
purchase of materials handling 
equipment in metalworking. This is 
brought out clearly in an IRON 
AGE Buying Influence Study. 

In 346 plants responding to a 
question on selection of type and 
source of supply, a total of 953 
plant executives —an average of 
2.7 per plant — indicated that they 
have a voice in materials handling 
buying. 

Analysis by Title 

Breakdown of respondents by 

plant title shows the following: 


No. % 


Administrative 389 40. 
Production . 293 30.5 
1 
1 


Buying Influences 





Engineering a te 131 
Purchasing 105 
Materials Handling 35 


Total (346 Plants) 953 


3. 
1. 
3. 





10¢ ).0 


The report also includes an analy- 
sis by S.I.C. groups of the number 
of responding metalworking plants 
now using each of 19 different 
types of materials handling equip- 
ment. Types of equipment include: 


Mhi< avt wnrer 
Anis aay [ 





IA Research Indicates 


industrial trucks — both electric and 
gas; conveyors — including gravity, 
power roller, overhead, portable, 
belt, chain and apron; hoists — elec- 
tric, air and chain; cranes — includ- 
ing overhead travel and yard crawl- 
ers, tractor and_ truck - mounted 
types; lifting magnets; pallets, stor- 
age batteries. 





Planning Pointers 


A Review of IA Advertising and 
Marketing Aids... 


e 4-Digit S.1.C. IA Circulation 
Breakdown — For June 1955. 


e@ Industrial TV Research Report 
— Uses in metal working plants and 
offices. 


e@ How to Get More for Your Tool- 
ing Dollar — Reprint from March 
8 issue of IA. 


e@ Materials Handling Research 
Report — Purchases by industry 
groups; multiple buying influences. 


For copies—available in limited quan- 
tities—write on company letterhead to: 
Promotion Department, The IRON AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa.) 


rT TROP 


tak & 
RON AGE 


Chestnut & 56th Sts., Philadelphia 39, Pa. 








Editorial 
Evaluation 
Boxscore 




















305 Pages in Four IA Issues 
IA advertisers had 305 pages of 


editorial content to help create 
reader traffic for their advertising 
in the four issues from March 8 
through March 29. That makes a 
total of 1002 editorial pages for IA 
in the first quarter of 1956. 

In these latest four issues, read- 
ers found accurate, up-to-the-minute 
coverage of all major metalworking 
industry developments, including 
the following: 


Editorials 

Now It Is Your Turn To Give 
Do We Need Credit Controls? 
Let’s Not Kid Ourselves 

WOC’s Are Harder To Come By 


News of Industry 

Odds 50-50 For Steel Labor Peace 
Raw Materials: A New Use For Ore Fines 
Private Atomic Industry Needs Help 
Mass Missile Output Slated For °57 
Industrial Radio Speeds Communications 
A Time For Decision In Steel Expansion 
What’s The Outlook For Steel Castings? 
They Can’t Speed Up Auto Tooling 


News Analysis 34 pages 
How Serious Are Automotive Cutbacks? 
Tool Builders Seek To End Shipping Lag 
Former Economic Bears Are Now Bulls 
Next Ten Years Will Tell In Automation 
Shell Molding Cuts Costs At Pontiac 
You Won't See 1957 Models In August 
Aircraft Leads San Diego Growth 


Technical Articles 71 pages 

How To Get More For Your Tooling 
Dollar 

Simplified Designs Cut Blanking Cost 

Uniform Output Keyed To Better 
Handling 

High Speed Welder Tests Own Joints 

How To Select Machine Tool Lubricants 

Ultrasonics Inspection Spots Dangers 

Tube-in Strip: Bonanza For Designers 

Radioisotopes Ready For Metalworking 


Markets & Prices 

Tinplate Faces Market Challenge 

The Trend In Moderate Heat Sources 

Coast Building Boom Means New 
Markets 

Hectic Times Ahead In Steel Market 

Forming and Shaping Tool Sales Boom 

LPG Moves Into Industrial Truck Field 

What’s New In Industrial Diamonds 

Steel Demand Continues To Move 
Upward 


Other Editorial 
Total Editorial (4 Issues)... 
Total Editorial 1956 


77 pages 
305 pages 
1002 pages 








WASHINGTON .. Put your sales catalog in 


continued from p. 96 this picture . . . put it 
in a Binder by Burkhardt. 


government also turned to substi- 
tutes for many uses, and finally dis- 
continued its stockpile purchasing. 
As a result domestic consumers, in- 
cluding the armed forces, used less 
than half of the 5,000 tons of colum- 
bium and tantalum concentrates that 
were available last year, and pro- 
ducers glumly estimate they could 
turn out three times as much as 
consumers are taking at the present 


time 


Scared of free market? . . Some 
business men come to depend on 
government manipulation of the 
supply of materials, and they hesi- 
tate to risk the terrors of a free 
market. 

Currently Congress is hearing 
from small steel makers who com- 
plain of a shortage of scrap. 

Department of Commerce has in- 
vestigated, and agrees with scrap 
dealers that there is ample to be 


That’s what you get with BU RKHAR DT 
RING BINDERS! 


You'll be amazed, in fact, at the order pulling power 


hardt Ring Binder adds to your sales catalog. An 
Burkhardt covers in any material, plain 
RING BINDERS decorated have an impressiveness, a sales 


Low incost, widely usable. Covers 
stiff or flexible, any material, 
had at a not-unreasonable pric« plain or custom decorated. 1ardt Ring Binders are efficient and easy to use. Be 


Called before the House Banking quality metals provide greater sheet holding surfaces 


and Currency Committee to answe! , alignment, and smooth, positive action for the lifetime 


binder. Burkhardt offers a wide range of styles and 


pels customers to reach for your catalog. What's 


he complaints, scrap people ex- 
choose from, too. You can have 3 rings or as many as 


pressed a belief the complaints from 

mall plants were a maneuver to metals and up to 14 rings in special sizes from 44” through 
Sitlie c . > c c 

PRONG BINDERS with or without finger-tip openers. Yes 


Open flat for complete visibility. ring binder, Burkhardt has it it 


‘he Banking : ‘rency Com- ; ; 
The Banking and Curren 5 C inka aeraee that’s right! Write Burkhardt today 





force prices down. ager dials " 
mittee decided to straddle. It told 
the Department of Commerce the 
5,000,000 tons of steel scrap exported 
last year were “much too much.” om, A COMPANY 


The committee contended scrap ex- 
ports should be regulated if the flow POST BINDERS LARNED AT SECOND © DETROIT 26, MICH. 
Ideal for BIG catalogs. Many ‘Binders to American Business Since 1911"’ 


returned to the 1955 level a styles and sizes available from 
Stock. Capacities from 4° up. REPRESENTATIVES IN PRINCIPAL CITIES COAST-TO-COAST 
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THE Power Wit Nember 3 of © series of Markel Studies 
How businessmen can realize NEW PROFITS 


The Power and Plant Services ... they energize industry! 


What is the field of power and plant services? What is its market? 
How does the magazine Power serve this big lucrative market, now, as it has 
for over 70 years? 


The power and plant service job is essentially one of converting energy from 
one form to another which is more suitable for distribution and use... 
this is the area of the Power man who is the power and plant service engineer. 
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This is a quick picture (above) of the extent of the power and plant service 
function. It shows where your equipment fits into the industrial 
and institutional scheme. 


All of the functions require energy; all require technical know-how ... 

all intertwine (as one service is used in the generation of another) ... 

all flow through a complex arterial network of pipes, ducts, wires, gears, belts 
and shafts ... to carry heat, light and power to energize all 

the equipment in America’s manufacturing industries and service institutions. 


This is number one of a series of factual messages to give manufacturers 

The Market =a closer look at this vast horizontal market... and show you new opportunities 
for profit in this field which has an estimated annual expenditure 
of $6 billion and continues to grow! 


This basic market is served by Power magazine through its 
engineer-readers, These men are responsible for energizing the production 
operations of America’s great industrial and institutional service network. 


These engineers — Power men — are the decision makers when it comes 

to recommending your original equipment or replacements... in an industry 
where last year one segment alone (electricity) produced over 623 billion 
kilowatt-hours or more than 40% of all electricity in the world. 


Power’s high quality editorial content is tailored for the on-the-job requirements of 
the engineer. The 1258 pages of editorial matter published last year 

The Magazine covered the broad plant operation and maintenance interests of Power’s 
readers. Industrial organizations and power and plant service engineers have 
bought 34 million reprints of Power’s Special Editorial Reports. Here, 
again, is proof of Power’s editorial achievement as judged by the men in industry. 





in the power and plant service market 


The market for power and plant service equipment is a big market that has grown 
over the years and is still growing. It is a vital, pivotal field because 
industry depends on the energy supplied by these services. 


The responsibility of providing these important services to keep the 
wheels turning, buildings heated and lighted, is shared by the men who make up 
the Power field . .. the power and plant service engineers. 


These men are readers of Power... there are more than 45,000 of them 
and they all pay to get Power delivered to them. 


They are employed as engineers in manufacturing plants as well as public 
utilities, hotels, hospitals, public buildings and mining operations... 
and consulting engineers are among the most avid readers of PowER. 


In brief, wherever any form of energy (like steam or electricity) is generated, 
transmitted and applied to do work .. . there you'll find a Power-type reader. 
In a great majority of cases he is the power and plant service engineer 

who reads Power for complete and useful job information. Because he has 
operating responsibility, and an engineer’s authority, he is the one who wields 
the big O.K. whenever your power and plant service equipment is bought. 


The Power man is a technical reader. He reads for useful 
engineering information. He is the engineer who wants to know 
about your products. Are you telling him about your products in Power? 


POWER AND PLANT 
SERVICE CUBE 


Coming in this series of market studies 
are close looks at steam, electricity, me- 
chanical power, refrigeration .. . and othicr 
power and plant services. Watch for thers 


NEXT IN THE SERIES: Steam 
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Sliding panels show 
product details 
in Kaiser exhibit 


Sliding panels make it possible 
for Kaiser Aluminum & Chemical 
Corp., Oakland, Cal., to carry its 
entire line of aluminum electric 
wiring and cables in a two-wheel 
trailer and to display the products 
with ease. 

The entire side of the trailer is 
made up of two doors that swing 


Compact . . Kaiser's 
minum trailer is pull 


sh Ws by passenger! 


SALES 
PROMOTION 
IDEAS _ 


ene 


open to permit the panels to slide 
out so prospects can get a close look. 

The exhibit also is used to demon- 
strate proper and improper practices 
in using aluminum conductor ma- 
terial. It has 
prospects can operate themselves to 
various conductor 


a test panel, which 
test resistance of 
coverings under overload conditions. 
The exhibit shows not only Kaiser 
electrical products but also acces- 
sories produced by various manu- 
facturers. 
The trailer 


meetings, conventions and exhibits 


travels to industry 


as part of Kaiser's electrical con- 


ductor sales program. 


Testing . . Sm 


£ 


ing 





How to help salesmen 
help themselves 


“Read ‘Em and Reap” is the title 
of Kimberly-Clark Corp.'s 
booklet in a series aimed at helping 
the 
themselves. 

The booklet is a bibliography of 
nearly 100 books dealing with sales- 
manship, sales management, adver- 
tising and marketing, leadership and 
management and public speaking. 

It has other lists of books dealing 
less specifically with selling. These 
include such categories as human 


latest 


company’s salesmen improve 


relations, psychology, mathematics 


and semantics. And it winds up with 
a list of more than 100 of the world’s 
greatest books—from Shakespeare 
to Mark Twain. 

The booklet 
improving the mechanics of reading, 
which reading,” 
“technical reading” and “skimming.” 


opens with tips on 


cover “analytical 

The booklet is fourth in a series. 
The first of the series was “A Sales- 
man Takes a Wife,” 


the salesman, his wife and the com- 


which told how 


pany form a triple partnership. The 
second was “These Are Your Dol- 
lars,” which dealt with a salesman’s 
And the third 


domestic finances. 


was “One Man in Twenty,” which 
told how the company’s Cellucotton 
Div.’s sales training program made 
fast. 


successful salesmen 


Literature list for salesmen 
makes good promotion piece 


A list of product literature origi- 
nally put out as a guide for sales- 
men of Diamond Alkali Co., Cleve- 
into a 


land, has been turned piece 


of promotion to customers a nd 
prospects. 

The 15-page booklet lists and de- 
scribes 67 types of literature on Di- 
amond chemicals. Diamond’s adver- 
tising and public relations manager, 
Arthur P. Schulze, says the booklet 
for our 
but it 
reception 


“originally was prepared 
own sales force primarily,” 
enthusiastic 


distribution 


got such an 
that 


cided on. 


broader was de- 


Seminar teaches field reps 
about management problems 


Some 30 field 
branch managers and 
American Air Filter Co., 
Ky., 


ment problems firsthand. 


representatives, 
agents ol 
Louisville, 
have learned about manage- 

The field men came from 12 states 
to attend the company’s first two- 
day seminar, conducted by company 
president W. G. Frank 


top executives. 


and other 


Discussions covered such things 
as personnel recruitment problems, 


compensation, training, sales stimu- 


Weighty promotion. . 





lation and expense control. Sessions 
were held at the exclusive Pen- 
dennis Club in Louisville. 

The representatives who attended 
the seminar were chosen on the 
basis of business volume, number 
Filter 


1andled, experience and geographic 
} lled 1 3 I 


of American Air products 


location. 


Scott makes annual financial 
report to employes, too 


Besides putting out its regular 
annual report to stockholders, Scott 
Paper Co., Chester, Pa., makes a 
special report to employes. 

The empoye report is a_ bright, 
which 


shows how the company spent the 


cartoon-illustrated folder, 


money it received. 


The folder 


showing employes at various jobs 


includes a_ section 


producing Scott products. And _ it 


has other sections showing how 
Scott products are used in industry 
and the home. 

Production of the special employe 
report means that more than half 
of the Scott employes get two an- 
nual reports from the company. 
That's because over 50° of em- 
ployes are company stockholders 
who receive the regular annual re- 


port, too 


How to promote product 
literature for 200 products 


When a company makes nearly 
200 products, each of which may 
have several variations, it’s hard to 
tell customers what literature there 
is available on the products. 

Allis-Chalmers Mfg. Co., Milwau- 
kee, solved that problem by bring- 
ing out a booklet called “This is 
A-C from A to Z.” 

The booklet lists 194 products o1 
categories from “Ab- 
“Zeolite 


which are made by the 


product 
sorption Equipment” to 
Softener” 
company. 

Behind each product listing is a 
code number or an asterisk. The 
number identifies literature on that 
product. The asterisk designates spe- 
cial products for which no literature 
has been written. A note in the 
booklet says those who want more 
information on the products marked 
with asterisks can get it by asking 


for it according to subject 


102 /'\ istrial 


A - self-addressed, 
card attached to the inside of the 
booklet’s back cover makes it easy 


postage-paid 


to order the literature. 

The booklet also includes a brief 
history of the company and lists of 
the company’s manufacturing plants 


and sales offices 


On-the-spot presentations 
show new line, train salesmen 


A double-purpose sales promo- 
tional program is taking salesmen 
of the Holyoke Div. of Worthington 








Corp., Harrison, N. J., across the 
country this year. 

The company wanted to introduce 
a new line of portable compressors 
and contractors’ tools to distributors 
and also to give distributor sales- 
men better training. 

A new mobile training course is 
accomplishing both of those needs. 
Worthington salesmen will bring 
their presentations to seven of the 
nation’s industrial centers to show 
their distributors. 

The presentation includes such 
things as a full-size cutaway model 


ntir nA 





rate of hardening 


concrete 


and forever 








Action promotion. . 





UNDER ConTROL 


WATER 


Porzolith Posrolith 





with a bit of POZZOLITH, 


they team up to provide uniform, better quality concrete... 


Pozzolith 
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2/3 PAGE FULL PAGE 


In one business publication studied, full-page advertisements 
secured more readers per dollar than two-thirds pages. 
Therefore, full pages were the better buy. 


These findings are from a McGraw-Hill Research Department 
analysis of readership ratings for advertisements in 40 
consecutive issues of a business publication. While a full 

page advertisement costs a maximum of a third more, the 
readership was about 40% greater. Copies of this Data Sheet 
(#3110) are available from your McGraw-Hill man. 


Studies such as this are a continuing project at McGraw-Hill 
. .. all designed to provide a better understanding of 

how good advertising in good business publications can 

help create more sales. 


NcGRAW -HILL 


PUBLISHING COMPANY, INCORPORATED 


y 
4p) 330 WEST 42nd STREET, NEW YORK 36, N. Y. ABU) 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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To effectively SELL to 
the huge GROWTH 
Appliance Industry — 


USE the ONLY 
publication 
exclusively 
edited fer, 
ond distriby- 
fed te ALL 
manufacturers 
ef ALL 
eppliances! 


A 7-BILLION dollar market 
in '55—due to double in 
the next decade! 


if YOU make or furnish any of 
these basic materials, compo- 
nent parts, plant equipment or 
services... 


Finishings Equipment 
end Supplies 

Sheet Metal and Othe 
Raw Materials 

Plant Equipment 

Sheet Metal Fabricating 
Equipment 

Materials Handling 
Equipment 

Fasteners 

Ceramic Insulation 

Wire Goods 

Glass Components 

Moulded Rubber Goods 


Insulation 

Plastics 

Custom Stampings 

Die Castings 

Name Plates 

Heat Control Equipment 

Appliance Accessories 

Electric Motors 

Electrical Heating 
Elements 

Hardware and Trim 

Castings and Forgings 

Electrical Components 

Shipping Containers 


. .» for any of the 1446 
manufacturers of these 
types of products... 


Knife Sharpeners 
Lawn Mowers 
Mixers and Blende 
Radios 

Ranges 
Refrigerators 


Air Conditioners 
Broilers 

Clocks, Electric 
Clothes Dryers 
Coffee Makers 
Dehumidifiers 
Dishwashers Roasters 

Electric Bed Coverings Shavers 

Fan Sewing Machines 
Food Disposal Units Television Sets 
Fryers, Deep Fat 
Home Freezers 
Hotplates Waffle trons 
Ironing Machines Sandwich Grills 
lrons Washers, Clothes 
Kitchen Cabinets Water Heaters 


Toasters 
Vacuum Cleaners 


..-YOU’RE SURE to reach ALL 
buying influences in ALL 
these plants making ALL 
these products in... 
APPLIANCE MANUFACTURER! 


Now available to help you size up 
this huge ($7 billion) market: APPLI 
ANCE MANUFACTURER'S Audience 
study; an SIC analysis of the market 
and our latest circulation statement 
WRITE 


APPLIANCE 
MANUFACTURER 


201 N. WELLS STREET, CHICAGO 6, ILL. 
PHONE: STate 2-4121 


apy 


SALES PROMOTION IDEAS 


continued from p. 102 


of a new compressor, which will 
visually demonstrate the new prod- 
points to the 


uct and its selling 


salesmen. 


Johns-Manville’s calculator 
sells product benefit only 


People who buy home insulation 
(the kind that’s blown into walls) 
aren't interested in what the stuff 
looks like. They just want to know 
what the insulation will do for them 

Which posed something of a sales 
Johns-Manville Corp., 
such 


problem for 
New York, 
insulation. The company solved the 


manufacturer of 


problem with a single sales aid that 
shows all the advantages of the 
product 

The sales builder was a slide cal- 
culator developed for use by insu- 
lation salesmen 

Using the calculator, even a sales- 
man who has little technical knowl- 
edge of insulation problems can 
figure how much money a customer 
can save on fuel with the insula- 
tion 

Besides the most obvious differ- 
ence in houses—size—the calculato1 
things as 
differ- 


ent climatic conditions and varying 


takes into account such 


variations in construction, 


Shows benefits . . 


efficiencies of heating units before 
giving its estimate of fuel savings 
involved. 

Johns-Manville has one admoni- 
tion for possible users of similar 
devices—make the product benefits 


conservative. It makes for more 
satisfied customers. 

slide calculator 
Johns-Manville 


Chi- 


The insulation 
was produced for 
by Graphic Calculator Co., 


cago 


$20,000 contest spurs 
salesmen to read literature 


If you have trouble getting dis- 
tributor salesmen to read your sales 
literature, take a tip from Radiant 
Mfg. Corp., Chicago. 

Radiant 


projection 


makes movie and slide 


screens and sells them 
through camera stores. A big prob- 
lem has been to get the camera 
store salesmen to sell the screens 
harder. 

Radiant 
distributed to the salesmen a pock- 
booklet, “Step Up Your 


in which the salesmen were 


To solve the problem, 
et-size 
Sales,” 
told how to spot a prospect for a 
screen sale and how to sell him. 
The next step was to get the sales- 
man to read and use the booklet 
Radiant solved that with a $20,000 
prize contest for store owners and 


salesmen 








LELAND L. HILL 


Street lighting maintenance is only one of many uses for St. Joseph's aerial ladder 


VERSATILITY COUNTS WHEN St. JosepH Buys MuNiciPAL EQUIPMENT 


THE PRICE TAG on your product isn’t the only 
factor in City Manager Leland L. Hill’s mind 
when he makes purchasing recommendations in 
St. Joseph. Michigan. He always tries to fin ' 
equipment that can be used by several different 
departments. 


Recently Mr. Hill saw an aerial ladder ad in 
THe American City. He realized that the street 
and parks departments could cut costs using 
this versatile product, while it would also help 
the fire department train its men in ladder- 
climbing. After consultation with the Director 
of Public Works and the Parks Superintendent, 


Mr. Hill went to the City Commission, which 
approved his purchasing recommendation. 


“In keeping up-to-date on new methods and 
equipment for all of our departments,” says 
Mr. Hill, “I have to do a good deal of reading. 
In this respect I find THE AMERICAN City quite 
valuable in helping me coordinate the work for 
our municipal operations here in St. Joseph. 
In fact, | have been a regular reader of THE 
AMERICAN City for the past 20 years or more.” 


What is your product’s primary advantage— 
versatility, quality, price — maybe all three? 
Your story will be read by thousands of mu- 
nicipal engineers and managers like Mr. Hill, 
when you invest your advertising dollars in 
THE AMERICAN City. 


The 
American City 


470 Fourth Avenue, New York 16, N. Y. 









SALES PROMOTION IDEAS 


EL.ecTronic EquipMENT Siammemenann 


Here's the way the contest works. 


Each time a salesman sells a screen, 
M A if F S p UJ a [ | S 7 | N G i | STO R | he sends a post card (distributed 
by Radiant with the books) in to 


With tits First MIRAI LN) Statement the company. On the card, the sales- 


man tells what method—of those 


In the Electronics Industry listed in the booklet—he used to 


make the sale, and he also gives 







his name and telephone number. 


. sin <a Then the company picks out some 
oO Analyzed by Standard Industrial Classifications 


of the cards, phones the salesmen 









and quizzes them on the booklet. 


2) Analyzed by Electronic Original Equipment Market The ones with the right answers win 


the cash. 


3) Analyzed by Job Functions (not titles) Idea book tells prospects 
what to make with new product 


4) With ye WAL: Electronic Design and New types of plastics are being 
developed so fast it’s hard for the 
Development Men cin aes to keep track of 
them, much less their prospective 
users 
What | BYey-35 This Mean Iie) YOU, : With this in mind, the chemical 
division of Koppers Co., Pittsburgh, 
the y-Vona-Vaitt-) Xe has brought out a booklet called 
“Imagineering for Profit” on its new 
expandable polystyrene plastic, 
You can tell exactly how many electronic design and “Dylite.” 
development men you will be reaching. No other pub- The 12-page booklet tells first of 
all what Dylite is then goes on with 
drawings and brief text to show 43 















lication provides this information. 


possible uses of the new plastic. 





You can tell precisely how many electronic design The uses include many consumer 
and development men are working on products of and do-it-yourself items as well as 


interest to you. No other publication offers detailed applications in furniture building, 
information : insulation and construction. a 






You can buy advertising in Electronic Equipment by 
proven facts and figures. 





. You can be sure of productive sales leads when you 
have evidence of quality circulation. A recent issue 
of Electronic Equipment produced over 27,000 sales 
leads. 


SEND for your copy of this new BPA AUDIT REPORT 


The Magazine of 
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BUILD SALES 
BY PUTTING 
[IMPORTANT FACTS 
IN THE 


FACT FILE 


There is only one FACT FILE. It is pub- 
lished by the industry’s leading business 
paper, TEXTILE WORLD. Proved in 
over three editions, it has been constantly 
improved in sheer service-ability to 
25,000 mill men. Read why you should 


be in it... 


There is one bona fide reason why a mill man opens up 
Textile World’s FACT FILE. Because he is seeking im- 


mediate help on some plant headache. 


The FACT FILE is a habit with more than 25,000 mill 
men, the same men who are the paid subscribers to 
Textile World . . . men of proved buying power. The last 
time we checked, 90 percent of them said they had al- 
ready put it to work within the first three months of pub- 
lication . . . 46 percent actually had selected or specified 


equipment and supplies from it at that early date! 


You can’t do business with a man you never heard of. If, 
when he turns to the pages of the FACT FILE, you’re not 
there, all’s quiet on the inquiry front. Whether in the 
regular issues you're a big advertiser or small, or for 
that matter not one at all, your story in the new 1956-57 
FACT FILE will pay its own freight. Reserve adequate 


space today; it closes in 60 days. 


1.—The FACT FILE Issue is not restricted to 
one copy per mill— gathering dust on a 
front-office bookshelf. Each of 25,000 TW 
subscribers gets his personal copy, wher- 
ever in the mill he works. This guarantees 
maximum possible usage. 


2.—Reference Data Section is the most com- 
plete assembly of production material ever 
published in a work of this kind. 


3.—The Buyers’ Guide Section is a compre- 
hensive listing of all known sources of over 
2,600 products. It is not restricted to adver- 
tisers. Annual questionnairing of all com- 
panies listed keeps it up-to-date. 


4.—It's the only publication of its kind with 
this 3-way appeal to users—technical and 
engineering data; a comprehensive buyers’ 
guide; and the advertised facts about prod- 
ucts and services they seek. 


5.—It is in daily contact with more mill- 
management subscribers than any other ref- 
erence publication in the world. 


6.—Exclusive MACHOL Edge Index for quick 
and easy finding of contents. 


7.—Low cost per user. 


PLUS . . . big new feature . . . fingertip in- 
dexing . . . buyer finds what he wants at a 
glance . . . flip . . . he's reading your ad- 
vertisement. 
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with time-soving reference date 
and BUYERS’ GUIDE 


mip-SEPTEMBER 1956 
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‘AgC) A McGRAW-HILL PUBLICATION 330 W. 42nd St., New York 36, N. Y. 





‘The oy leader in the 


a m Petroleum Processing 
in which you can measure the 
Moreover, with READEX you 
of the editorial interest in 
Don’t buy media on yesterday's 


show that the new leader is 








etining-petrochemical field 


is the only refinery magazine 
performance of your ads. 
have a tangible measurement 
Petroleum Processing. 


facts; the current facts clearly 





use the design 


publication 





to help you sell AS 
the OEM market 


Product designers are busier than ever keeping ahead of 
their competition, which makes it more important than 
ever that they keep up with new developments in the 
Original Equipment Market. More news to keep up with 
...less time to do it in. These are conditions that make 
PD&D more important than ever, for PD&D was designed 
as a news service to save readers’ time. For instance: 


wide range of editorial coverage on new and improved 
components and materials; progress reports on practi- 
cal use of recent developments; engineering laboratory 
equipment; new literature. 


quick identification of the product, service, or literature 


growth of PD&D 


During the past year an average of 5,730 men sent in 
an average of 30,000 inquiries per month. More than 
half of these referred to advertisements— tangible evi- 
dence of advertising readership. 


Send for PD&D’s Market and Media Facts which in- 
cludes data prepared in accordance with NIAA recom- 
mended form: market, circulation, readership editorial, 
rates and specifications, current data. 


data in brief 

Circulation, BPA, 34,216 individually addressed copies. 
Cost, flat rate of $200 per 1/9th page unit. Sold only in 
1/9th and 2/9th page units to protect readers and adver- 
tisers. Advertisers can buy as many separate units as 


they need. 


u10 /'i 


that was designed 





described — illustrated whenever feasible. 


condensed items on what’s new, how it works, where to 
get it— including name of individual and telephone num- 
ber, when available. 


condensed ads Standard 1/9th and 2/9th page sizes put 
emphasis on facts. Makes it easier for the reader to find 
what he wants. 


reader-service cards help design engineers get additional 
information. 


tabloid style for fast reading. 


average number of 
inquiries per month 
30,000 


red numbers 
indicate 
inquiries cleared 
through PD&D 


Product Design & Development 


PUBLISHED BY FRANKLIN H. JOHNSON, INC. 

216 East 49th Street, New York 17, N. Y. * MUrray Hill 8-3493 
representatives: 

New England + Cleveland + Detroit + Chicago « San Francisco + Los Angeles 
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IT PAYS OFF 
The piant visitor 
.. he can become 
everybody’s friend 


a Companies around the country 
are getting visitor-minded. The 
techniques of spreading the wel- 
come mat for guests at the nation’s 
cigaret factories, breweries, soap 
manufacturers and similar consum- 
er-product institutions are well es- 
tablished. The industrial concerns, 
however, have been a few genera- 
tions behind in working out the 
formula for handling the stranger 
within the gates. 

This visitor-mindedness has not 
come about entirely as a result of a 
company’s sensitive concern over a 
visitor’s welfare. That will account 
for a large share of it, but the ex- 
panding science of human relations 
has injected a new reason: People 
in the shop and office like to know 
who the visitors are. 

A visitor is news in any plant in 
the country, and the rarer the vis- 
itor the greater the news. The old 
diehard out in the machine shop 
will assert that a new face is really 
nothing new, that hundreds of new 
faces pass him during a year, that 
he doesn’t care why they are there, 
what they are doing, or how soon 
they leave. 

Let a supervisor, however, pass 
the word in advance that an im- 
portant customer is coming through, 
or an Army officer, or a TV star, or 
practically anyone to whom some 
human interest is attached, and the 
old diehard brightens up. He may 
not look up from his work for more 
than a split second, but the arrival 
and departure of the visitor will not 
go unnoticed. 


No psychologist needed .. Let 
the bulletin board in an office or 


shop advise the people in advance 
of a tour, and every man and wom- 
an on the job is quickly aware of it. 
It takes no psychologist to explain 
the reason: Because they have been 
informed in advance, they are par- 
ticipating in the event themselves. 
They are no longer onlookers glanc- 
ing at a stranger; they are the hosts 
and hostesses welcoming an identi- 
fied visitor. They have something 
new to talk about over the soup that 
night. 

Many companies are old hands at 
the art of hospitality. It often begins 
—and ends quite as suddenly—in 
company reception rooms. Probably 
hundreds of concerns today build 
warmth and comfort into reception 
rooms, through such minor but ef- 
fective devices as current magazines 
on the table, free cigarets at the 
elbow, postcards for free mailing, 
maps of the community showing 
where neighbor plants are located, 


coffee on the house, and amiable 
commentaries on the weather by at- 
tractive receptionists. 

This is a good start and a quick 
finish. Too many visitors move from 
the inviting warmth of the reception 
room into the chill anonymity of the 
room adjoining. They move through 
an office, or out into the shop, and 
nobody knows who they are. The 
boom has been lowered, and they 
are faces without names, visitors 
without association, people without 
interest. 


Every employe a host . . Prob- 
ably nowhere in the country do the 
wheels of hospitality move quite so 
smoothly and effortlessly as in an 
Ohio industrial plant, where several 
years ago the company management 
reached two firm conclusions: First, 
visitors to the plant deserve to be 
treated with every courtesy and dis- 
play of hospitality within the com- 
pany’s ability; second, every em- 
ploye will share with management 
the role of host. It works like a 
charm. 

At the Dayton Rubber Co., in 
Dayton, a guest finds that a visit to 
the plant is an occasion. Unfortu- 
nately, since the arrival of every 
guest cannot be known in advance, 
it is not possible to extend the royal 
treatment universally. But in cases 
where time permits, the public re- 
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(inside spread shown) 


hour later e he leaves the 


May 1956/11 





WHAT 

DO YOU KNOW 
PV :Yolth i 

COTTON GINS 
AND OILSEED 
PROCESSING 
MILLS? 


THIS IS A MARKET 


that covers all cotton creas 
from California to the Carolinas, 
plus the Midwestern Soybean 
Belt. 


THIS IS A FIELD 


that represents a huge potential 
market for ¢ Industrial 
Machinery © Farm Machinery ¢ 
Power Units * Processing 
Equipment ® Materials Handling 
and Transmission Machinery ¢ 
Solvents ¢ Bags ® Insecticides 
Scales ¢ Lubricants and 
hundreds of other 

industrial items. 


HOW MANY PLANTS? 
In round numbers — 7000, 
which includes cotton gins; 
cottonseed, soybean, peanut, 
flaxseed and other oilseed 
processing mills. 


COVERAGE? 


“The Press’’ has served this 
market since 1899, and offers 
you complete coverage, with a 
solid reader acceptance based 
on 57 years of accurate, 
responsible reporting. 


Write for circulation figures, rates, 
and brochures giving additional 
market data. 


THE 

ebm ee), acai, | 
AND 

OIL MILL 


$3 


3116 COMMERCE STREET 
DALLAS, TEXAS 
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continued from p. 111 


lations staff is alerted to the visitor’s 
arrival, name and company and du- 
ration of visit. The visitor’s name 
and affiliation are posted on an at- 
tractive “Guests Today” board. The 
guest finds himself known (and 
often addressed by name) wher- 
ever he goes. If he has that “strang- 
er within the gates” feeling, it’s his 
own fault. 

At luncheon he finds himself 
seated at the table of honor, below 
the placard bearing his name. 
Shortly afterward, at one of the 
plant building entrances, he poses 
for his photograph with one or 
more of the company officials. The 
photographer hurries to his dark- 
room, for he has plans in mind: If 
the visitor expects to be in the plant 
for another hour, he receives an 
attractive memento of his visit—a 
neat folder showing a reproduction 
of the “Guests Today” announce- 
ment and facing it, the photograph 
he posed for a short time before 
The flyleaf of the folder says 
simply: “It is an honor to be you 
host.” 

Earlier this year, two Norwegian 
business men visited the Dayton 
factory with their wives. They were 
exposed to the superlative hospi- 
tality of the American concern and 
expressed their great pleasure over 
it. When it was time for them to 
pose for their picture with company 
officials, they found to their de- 
lighted amazement that a plaque 
had been erected over the marquee 
expressing a welcome “to our good 
friends.” The flags of Norway and 
the United States flanked the 
plaque. 

Good visitor relations? The Nor- 
wegian visitors, their autographed 
memento tucked beneath _ their 
arms, thought so. On his return to 
Askim, Norway, one of the visitors 
immediately installed the Dayton 
Rubber hospitality system in his 
own place of business. He thinks a 
lot of American hospitality, and he 
speaks especially well of Dayton 


Rubber. 


Basic good manners . . One clue 
to the success of the Dayton Rubber 
formula naturally lies in the com- 
pany’s insistence that the visitor be 


made welcome. That, the company 
contends, is simply basic good man- 
ners. A second clue lies in the fact 
that every man and woman in the 
plant shares with management the 
responsibility and the pleasure of 
serving as host. When the visitor 
looks around —as many like to do 

he sees not strangers but friends. 

The manual for plant hospitality 
has yet to be written. When it is, 
however, it probably will contain 
most—if not all—of the following 
tips to happy hosting: 


1. Make the visitor feel at home, 
from the time he arrives to the time 
he leaves. Often it is not the gran- 
diose gesture that registers: more 
often it is the little, unusual effect 
that impresses, like the folder-me- 
mento Dayton Rubber aims right 


at the visitor’s heart. 


2. Announce the arrival of the 
visitor in advance. No news is dead- 
er in an industrial plant than the 
identity of people who toured the 
plant the day before. Use the super- 
visors, the bulletin boards, the pub- 
lic address system, the Dayton Rub- 
ber-inspired “Guests Today” pla- 
ecards to herald the guest’s arrival. 


3. If the guest’s visit is locally 
newsworthy, get an item about it in 
the local press and see to it that he 
receives clippings. (At Dayton 
Rubber, any press material is in- 
cluded with the folder-memento if 
it is mailed to the guest after his 
departure, as it sometimes is.) 


4. Publicize the guest’s visit pic- 
torially in the employe publication. 
If the guest can be shown chatting 
with employes, so much the better. 
(This cannot always be done, since 
a plant tour is not always part of 
a guest's business visit). 


5S. Wrap up the guest’s visit with 
a glad-to-have-had-you note. 


Thus far, it would appear that the 
host company does all the giving 
and the happy guest does all the re- 
ceiving. One might ask: Does the 
formula involve just a one-way 
street? Those who live and practice 
this type of hospitality say defi- 
nitely not: It creates good public 
relations. It turns a guest into a 
voluble, enthusiastic ambassador. 
And it boosts plant morale because 
everybody is in the act. e 
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What one 


magazine in the 


electrical world 
matches the 
quality of your 
own product? 


Big? — sure this rotor’s big, but its sig- 
nificance lies in performance, its part in 
generating (with 10 sister units) 2,365,- 
000 kw, largest block of capacity installed 
on one system in one year, Power 
generated will be piped down off the 
high line at Portsmouth, O., for AEC 
use. That's the real pay-off, and it’s much 
the same with us... 


World's big*, sure, but its significance 
lies in the readership generated by 2,600 
pagest of top-flight news-technical-busi- 
ness editorial — readership which is then 
piped from this “readership high line” 
into your advertising, for your use. Sixty- 
one percent of World advertisers use it 
exclusively, to transmit the power of their 
advertising to the industry. Doesn't this 
fact imply efficient sales generation ? 


*25,000 plus, ABC 11955 editorial page count 
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PAGES ON HEATING PAGES ON PIPING PAGES ON AIR CONDITIONING 


Heating, Piping & Air Conditioning is edi terms of quantity, the above chart tells the 


story. And as for editorial quality, the fact 


torially concerned with but ONE objective: 
that EVERY copy of HP&AC is paid for 


To place in print what the engineers and 
contractors in the industrial-large building gives proof it is wanted, respected, and used! 


field require most to handle their work more If you're after heating, piping and/or ait 


satisfactorily, more efficiently, more profitably. 


The better we serve our readers, the bette 


conditioning business, your main advertising 
effort belongs in HPXAC. Rated first by the 


men who subscribe to it, and who comprise 


we serve our advertisers. At HP&AC this 


truism receives more than just lip service. In practically all the men you need to reach. 


Keeney Publishing Co. 


AIR CONDITIONING HEADQUARTERS 


@ @ 


6 N. Michigan, Chicago 


NEW YORK: 1734 Grand Central Terminal 
CLEVELAND: 737 National City Bank Bldg. 
LOS ANGELES: 6725. Lafayette Park Place 
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PROBLEMS 


IN INDUSTRIAL 


MARKETING 


by BOB AITCHISON 





= I manage the advertising depart- 


ment of a medium-size company. 


We have a medium-size budget 
($165,000, 


and a medium-size department (an 


including everything), 


assistant, a secretary and myself). 

As you well know, a department 
such as ours must constantly under- 
take a activities 


wide variety of 


simultaneously. My difficulty is that 
time runs out, and many of my de- 
partment’s projects fall far behind 
schedule. 

Either I’m trying to take on too 
many jobs, or I do not organize my 
time properly. Can you pass on any 
information as to how other adver- 
“man- 


tising managers solve their 


) 


hours” problem: Advertising 


Manager 


Eleven tips to help busy ad 
managers accomplish more 
= Most advertising managers have 
a good many jobs under way at the 
same time. It’s necessary to keep 
track of all of them, and keep them 
all moving. If you don’t want to spin 
your wheels madly all day, every 
day, it’s necessary to set up a strong 
system for organizing your work. 

A successful system for advertis- 
ing department “A” may vary quite 
a bit from a system for advertising 
department “B.” Many different fac- 
tors will dictate the type of system 
which will be most successful for a 
specific company. 

The following suggestions may be 
helpful to you in 


organizing youl 
work: 


1. Clean up and tidy up your de- 
partment. Throw away all the old 
papers, magazines and books which 
have outlived their usefulness. If 
there is material which you seldom 
use, arrange to get it out of sight 
have it filed. But be sure it shouldn't 
be discarded instead of filed. 
Surveys show that more than 90°, 
of all papers filed, should have been 


et Se 


basket 
instead. With an orderly office, and 


tossed in the waste pape 


orderly surroundings, you'll find 
that your thinking and planning be- 


come more orderly 


2. Order a couple gross of manila 
folders. Keep all papers on a given 
job in one folder 


3. Set up three groups of file fold- 
ers. One group will contain work to 
be done. Keep this group on top of 
your desk 

A second group of file folders will 
contain work pending. These will 
be on jobs where you or your de- 
partment has progressed to a point 
requiring action by someone else 
Keep this group in your desk draw- 
Check 


every tew 


er. But don’t forget about it 


through these folders 
days 

The third group of file folders will 
contain “to be discussed” material 


One folder, 


tain materials you wish to discuss 


for example, may con- 


with your advertising agency; an- 


other may contain notes that call 
for a discussion with your engineer- 
ing department or the sales man- 
ager. 

4. Use dictating machines to sav 
your secretary's time. If you dictate 
person-to-person, she may have to 
inter- 


sit idly by while you are 


rupted by phone calls, etc. Also, use 


dictating machines to give mino! 


instructions to your secretary 
particularly on things that do not 


require immediate action 


5. When 


when 


possible, use written 


memos dealing with other 


departments. Don’t depend on your 


memory 


6. Don’t walk down the hall to ask 
someone a question or to deliver a 
piece of paper. Use your phone sys- 
tem or inter-office mail system 
The president of a well-known 


“covers” 
you all 
year long 
in 490 
paint 
plants 


How can you brighten your sales po 
inside big-spending process plant 


Many leading American manufacture 
found the answer in the pages ( 
Engineering Catalog which they use to put 
their product literature inside paint plant 
At present, 636 current copies of CEC are 
available inside 490 of these plants, ready 
to spread answers about equipment or serv 
ices to hundreds of identified CEC use 
who need facts fast. Here are a few example 
of CEC paint plant coverage 


50 plants in Iilino 
60 plants in New Jersey 
62 plants in New York 
44 piants in Ohio 
/ plants in Pennsylvania 


14 plants in Canada 


Good coverage all over 


Whatever you sell 
construction, enginee 
ever you sell 
Strategically placed 


proce plants throughout the country to 


help Dring Dusiness your way 


Many services available 


Find out how CEC’s exclusive | 
ice can back your advertising-sell 
at all levels in all kinds of plant 
all states. Our local District Manager h 
complete story. Ask him today 


CHEMICAL ENGINEERING CATALOG 


REINHOLD 
Publishing Corp. 
430 Park Avenue 

| New York 22, N. Y. 
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Sell the 2nd largest manufacturing industry 
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Even though your own sales staff is making adequate 
sales contacts in the manufacturing meat industry, your 
salesmen can work more efficiently and at lower cost 


per call when they have the support of 


NP’s 3-way Marketing Program 


THE NATIONAL PROVISIONER 


Your advertising in NP appears against a background of proven 
editorial leadership and integrity gained through 64 years of 
industry service 


NP has the only PAID circulation in the industry and subscription 
renewals have averaged better than 80% for 20 straight years 
NP has the greatest circulation in the meat industry going to over 
4,000 primary plants with an average annual production per plant 
of $4,122,000. 

In a recent qualitative survey conducted by Kemp Research with 
personal depth interviews, readers voted ‘‘more confidence’’ in NP 
by 7 to 1 over the next magazine, and they vored it ‘‘most help 
ful’’ by a margin of 5 to 1 


PURCHASING GUIDE 


The GUIDE is the most effective means of distributing informa 
tion about your product or service 

Buyers prefer product information in this ONE place. Only 39% of 
meat industry plants have reasonably useful catalog files. The 
greatest coverage earned by any manufacturer's catalog is only 37% 
and ranged down to 2%. 

The GUIDE sells the man who is ready to buy 

It saves his time, cuts your selling cost, is always up-to-date and 
correctly classified, And, it is never thrown away. 

All year long the value of the GUIDE is promoted in the pages of 
The National Provisioner. 


NP’s DIRECT MAIL SERVICE 


Printing, addressing and mailing service for all types of direct 
mail including: 


@ Reprints of your advertising in National Provisioner 


@ Reprints of your product information pages in the Purchasing 
Guide. 

@ Also letters, reply cards, circulars, etc 

PROVISIONER lists are so accurate we pay 10c for every piece of 
undelivered mail. 


This service can lighten your office work load and insure accurate 
distribution of your direct mail 


Write for 16-page brochure which tells you more about NP’s 3-way Marketing Program for 
selling your product to the $17 billion manufacturing meat industry 


THE NATIONAL PROVISIONER 


15 WEST HURON STREET 


118 /'n justrial 


CHICAGO 10, ILL. 





PROBLEMS. . 


continued from p. 117 


midwestern firm reports that the 
amount of time wasted in this man- 
ner is almost unbelievable. He 
learned the hard way when a 
broken leg made it impossible for 
him to bob in and out of his office 
at will. As a result, the volume of 
work he handled increased substan- 
tially. However, we hesitate to rec- 
ommend that you break your leg to 
increase efficiency. 


7. Prepare in advance for any con- 
ferences and discussions that are 
necessary. Have all necessary notes 
and reference material that may be 
required. Think ahead about what 
you want to say and do. List items 
according to importance, and dis- 
cuss them in this sequence. In the 
event your conference is cut short, 
you will already have discussed the 
most important items. The remain- 
ing items can be covered at the next 
get-together. 


8. Take notes on what transpires. 
Amplify and clarify them and put 
them on your dictating machine be- 
fore they cool off too much. 


9. Every morning make a check list 
of things you want to accomplish 
during the day. Arrange them in the 
order of urgency and do first 
things first. 


10. Keep your telephone calls brief. 
Many telephone discussions could 
be cut 50% with the same things 
still being accomplished. Keep the 
small talk at a courteous minimum 
unless you have the extra time 

or conditions dictate otherwise. 


11. Schedule a definite time each day 
for thinking and planning. It is easy 
to let day-to-day detail consume all 
your time. Force yourself to set 
aside a period for thinking and 
planning plus a little dreaming. You 
can do it on the train, at home, or 
you can lock yourself in your office 
. or come in early. In the long run, 
your “thinking hour” will save time 
and it will be the most valuable 
and productive hour of your entire 
day. 
Editors note . . This is, of necessity, 
an incomplete list. IM will be glad 
to receive any time-saving tips you 
wish to pass along. . 





Fast and frantic . . 


How I made a sale 
with nerve and an idea 


By Harry R. Ashley * President 


Instrument 


= In 1945, the year we started 
manufacturing our line of electronic 
instrument kits, we were in des- 
perate need of distribution by the 
parts jobbers who are the lifeline 
between the manufacturer and 
radio service dealer. 

Despite the pressure of produc- 
tion back in New York, I had al- 
ready spent four days in the Windy 
City waiting for an interview with 
the biggest jobber in the country. 
They were four days of frustration, 
anxiety and despair. If we could 
just get him to take on our line, the 
other jobbers throughout the coun- 
try would have to fall into line. 

I had hired an aggressive radio 
parts salesman, and neither of us 
could find a way to dent the wall of 
this big fellow. It was after dinner 
on Thursday evening and we were 
exhausted. I had planned to return 
to New York the following after- 
noon but I was miserable at the 
thought of leaving Chicago without 
this important account. Then I had 
an idea. 

“Let’s go,’ I said, and the two 
of us went out and hailed a taxi- 
cab. In the cab I outlined the idea. 

“We'll arrange a sales meeting in 
Mr. X’s offices and invite every 
service dealer in Chicago. And 
we'll make it for Monday. If enough 
dealers show up, I'll be able to 
prove the value of our kits.” 

“Monday? This is Thursday night.” 

“We've got to find a printer.” I 
sent that taxi-driver up and down 
countless streets until we located a 
printer closing up shop. It was after 
7 

“But I’m going home,” he said. 

“Tll pay you three times what 
it’s worth,” I said, “but I must have 
those announcements tonight.” 

He shrugged. 

“Four times.” 

In a half hour, the type was on 
the press. A few hours later the 
thousands of announcements were 


ready and we were back in the 
Stevens Hotel with open phone- 
books, furiously addressing enve- 
lopes to Chicago’s service dealers. 

Then another idea hit. We went 
to the receptionists on each floor of 
the hotel and paid them to write 
several hundred addresses. The 
next morning we hauled the en- 
velopes to the post office. 

I called the buyer and asked him 
if he would agree to a sales meeting 
in his offices on Monday. 

“Even if I said yes, you couldn't 
arrange it in time. You'll need at 
least two weeks to organize it.” 

“The announcements are in the 
mail and should arrive on Saturday 
morning.” 

“You've got nerve,” he said, “but 
I'll play along.” 

On Monday, a half hour before 
the sales meeting was scheduled to 
start, there were over 200 service 
dealers milling around the room 
When the buyer introduced me, the 
crowd had grown to over 350, and 
all seats were filled. 

When it was over, the buyer said 
that it was one of the best sales 
meetings he had ever experienced. 
He bought our line of kits. I re- 
turned to New York, convinced of 
one prime axiom: 

To make a sale, the unusual ap- 
proach is often the simplest. a 


Harry R. Ashley 


624 Gravier 


ENGINEERING 


AND 


MAINTENANCE 


. The Irrigation Industry 
and its dealers have a com- 
plete, up-to-date Buyers Guide 
and reference manual. 


Now! 


. Readership and Industry 
acceptance is almost guar- 
anteed by the familiar and 
respected name, Irrigation En- 
gineering and Maintenance. 


Now! 


One ad-one cost gets 
you tll coverage of Dealers, 
Distributors, Manufacturers, 
Contractors and managers of 
Irrigation projects. It gets you 
year around use—and year 
around advertising impact, 
too. 


So NOW 


Is the Time to Mail 
Your Space Order 


IRRIGATION 


ENGINEERING & MAINTENANCE 
New Orleans 9, La. 


Tel.: RAymond 7388 





orial excellence must be built! 





Chemical Processing Editorial Advisory Board 


Pictured above are men of science who serve as well, Mgr 


Proc- M. Sherman, Mar 


advisors to the editorial staff of CHEMICAI : . 
fi a B. Calkin, Asst. to 
ESSING. This is a working board, meeting each 3 SEN EIN S 


or 4 months with the editorial staff of CP. These 


CHEMIC 
men come from diversified organizations of the Pr 
Chemical Processing Field. Their active interests 


are as broad as the field itself—research and 


development, engineering, product development, 
processing. Thus, with their help and guidance 


the editorial program of CHEMICAL PROCESSING 





takes form 








DANA B. BERG ROY HELSING 
Managing Editor Assistant Editor 
i | 


A 


BRUCE FADER 
Associate Editor 


T. F. MEINHOLD 
Assistant Editor 


Baa FRANK E. MC ELROY 
Assistant Editor 


ngle 
G. WEYERMULLER 
Associate Editor 


WILLIAM C,. CLARKE 
Assistant Editor 
A 


or M 


Co “Armo rand Co 


THEODORE W. WETT 
Assistant Editor 


Cher 


BILL SCHREMP 
Assistant Editor 


“ he 


A unique editorial philosophy guides 
CHEMICAL PROCESSING 


readability of content is fully as important 
as the editorial content itself. Unless an arti 


cle is read, it serves no one 


to build maximum readership of the busy 
men who manage, editors must first take th 


work out of reading 


articles must be terse, to-the-point, vital, 
and pertinent to the job interests of readers 
headlines must inform quickly what each 
article is about no vague or “tricky 


leading headlines to waste readers’ time 


This editorial pattern is the result of more 
than 35 years’ publishing experience. Coun 
seled by the CHEMICAL PROCESSING Editorial 
Advisory Board (all key men of the process 
ing industries), the staff of editors, pictured 
at the left, fits the vital editorial content int 
this pattern 


Putman Publishing Company 


Putman Publishing Building, 


111 East Delaware Place, Cl 
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5 ways to capture a larger share of this market.. 


Supply Houses and Agents to improve your 
distribution picture. 


5] FOUNDRY will tell your sales story to 66,000 
foundrymen who make decisions in every 
worthwhile foundry in the industry. 


More than one million dollars an hour is what the 
foundry industry spends for materials and supplies 
alone—plus eight million dollars a month for capital 
goods equipment. That’s B/G business— worth 
plenty of specialized selling effort. 


FOUNDRY ’s PLUS 5 Sales Development Service 
can help you know more, in 30 to 60 days, about this 
market, than you can learn about most industrial 
markets in a year. 


@ = We can tell you where every foundry in the 
U.S. and Canada is located, so you can check 
the ones your salesmen may be missing. 


@ We can help you evaluate sales performance 
by providing data on the capacity, size and 
employment of each foundry. 


We can help you equip your salesmen or dis- 
tributors with lists of foundries “‘tailor-made”’ 
to your products and your sales territories. 


© We can provide you with a list of Foundry 
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Write us today for our PLUS 5 folder describing 
FOUNDRY ’s Sales Development Service to help 
you sell more to foundries. FOUNDRY, Penton 
Bldg., Cleveland 13, Ohio. 


More than a magazine... 


...acomplete sales devel ent service 











top management 


Salesmen, more than ad assistants, 
move up to head their departments 


If you work in a company’s advertising department, your chances of becoming advertising 


manager are difficult. If you work as a salesman for the company, your chances for climb- 


ing the ladder to sales manager are much brighter. 


That conclusion can be drawn from a survey of top executives, conducted by Industrial 


Marketing. The executives were asked: How do you usually obtain sales and advertising 


executives—by promoting within your company or by recruiting experienced executives 


outside? Do you have a program for developing younger men in sales, advertising, market 


research, etc., to become sales and marketing executives? Could you tell us about it? 


When, and if, you recruit such executives outside the company, how do you go about it? 


The replies appear below: 


Ad manager sometimes hired 
outside because department 
is small; salesmen promoted 


By O. S. Mansell 


= Our sales executives who are 
responsible for all field activities 
have been promoted from our own 
organization. They are directly re- 
sponsible for the salesman’s_ per- 
formance in the field .. . his sales 
volume, his sales cost, and_ his 
achievements in establishing well 
balanced distribution of our prod- 
ucts. 

We rate our salesmen twice each 
year, and list those who merit con- 
sideration for immediate promotion; 
and those who may develop within 
one or two years. When there is an 
opening for advancement, a man is 
selected from this group. 

As salesmen, these promotable 
men have been trained on-the-job, 
have completed their work in a 
sales clinic in Chicago, have at- 
tended a series of refresher-clinics 


at their branch office point, and 
have liberal field experience. 

Our merchandising managers are 
executives responsible for market- 
ing specific groups of our products. 
When we 


somewhat 


expanded into fields 
foreign to the experi- 
ence of our executive staff at the 
time, we needed to introduce proven 
merchandising and to conduct the 
training necessary to provide our 
organization with the know-how 
For that function, specialists were 
brought into the company. Subse- 
quently executive activities in the 
added lines have been handled 
through promotion within the com- 
pany 

While our advertising programs 
have consistently been among the 
most extensive in the building ma- 
terials field, our internal advertising 
staff is relatively small in number, 
thus limiting our ability to recruit 
advertising executives from within 
the organization. Therefore, it is 
sometimes necessary to enlist the 
services of outside personnel for ou 
advertising department. 

Our executive development pro- 
gram, as it relates to those con- 
cerned with our distribution, con- 
sists principally of on-the-job train- 
ing with promotion to higher re- 


sponsibility when evidence of great- 
er capacity manifests itself. 

We have a number of young men 
in training in marketing manage- 
ment who are carrying out the 
duties of junior executives in ow 
sales, merchandising, market re- 
search, and advertising departments 
This pool of 


sales manpower is used for filling 


potential executive 
management positions as they arise 
and as the qualifications of the in- 
dividual show adequate develop- 
ment. 

The program has worked quite 


well in Our case 


Sales heads picked from ranks 
because specialization needed 


By Thomas Leech 


# In our company, sales executives 
have been promoted from within for 
several reasons 

First, experienced outside execu- 
tives in our field or closely related 
fields have been in short supply for 
due to the tre- 


many years 


mendous expansion in the pape 
manufacturing industry 

Second, an experienced sales ex- 
ecutive has already used a good 
share of his business-life span. By 
the time he could become properly 
attuned to our particular problems 
and goals and the methods of solv- 
ing and reaching them, he might not 
have enough years of vigorous ap- 
plication left in him. Furthermore, 
regardless of selection methods, new 
personnel is always a gamble, and 
we prefer not to gamble in this im- 
portant area at the salary levels 
necessary 

Third, but not the least impor- 
tant, we believe we can get and 
keep better men for line activity ir 
sales if it is known that our policy 
is to promote from within. We then 
not only improve the quality of the 
line personnel, but automatically 
provide a better pool from which to 
tap future executives 

For an advertising executive we re 


more likely to go outside. In fact, 
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While Universal Oil Products Company, developer and licen- 
sor of petroleum refining processes, primarily aims at the re- 
fining segment of the petroleum industry, Public Relations 
Director HARVEY BLANKENSHIP uses Petroleum Week 
to promote the UOP story in all four divisions of the oil 
business. 


LUTHER MENDENHALL, advertising manager of National 
Aluminate Corporation, Chicago, uses a strong color campaign 
in Petroleum Week to carry the Nalco products story to key 
oil men he must reach at both engineering and management 
levels. 


U. S. Steel’s sales coverage of the petroleum industry cuts 
across all divisions and through all decision-making ranks. 
REED SCHREINER, U. S. Steel Director of Advertising, 
Pittsburgh, uses Petroleum Week regularly for sales support 
that’s both industry-wide and industry-deep. 


Baroid Division, National Lead Company, located in Houston, 
a major manufacturer and supplier of drilling muds, markets its 
products and services throughout the world. CHARLES A. 
BRYANT, advertising manager, uses PW to carry Baroid’s 
sales story to buying influences at engineering, supervisory 


and management levels. 


Men who know the market best know that .. . 





Selling Oil Men is Easier Now 


Right from the start, leading ad- 
vertisers recognized that Petroleum 
Week filled a vital need in the com- 
plex yet closely integrated oil indus- 
try. They backed up this conviction 
with space contracts—and renewed o1 
increased them for 1956. Their rea- 
sons for doing this are clearly defined. 

Petroleum Week's unique editorial 
concept gives balanced coverage of 
all segments of the oil industry to all 
important buying levels. Industry-wide 


and industry-deep, Petroleum Week 
includes up-to-the minute news of all 
important developments in explora 
tion, drilling and producing, process 
ing, transportation and marketing 
written and interpreted on an industry- 
wide basis for management, engineer- 
ing and supervisory personnel. 

Every issue of Petroleum Week is 
designed for cover-to-cover reader- 
ship. Every page can be easily compre- 
hended by every reader—technical or 


non-technical—in every job classifica- 
tion. The variable-speed technique, as- 
suring faster, easier, more rewarding 
reading, puts every page — advertising 
and editorial—in the main stream of 
reader traffic. 

Advertising in Petroleum Week 
thus shares the high attention value 
of oil's fastest-growing magazine 

thoroughly read throughout the in- 
dustry, and still excitingly new. 


PETROLEUM WEEK * OIL'S MOST READABLE MAGAZINE 
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PETROLEUM 
WEEK 


Hiram |. Walker Eugene D. Lambeth 


Hiram |. Walker, Independent Drill- 
ing Contractor gets PW at the office 
but generally takes it home to read. 
Starting with the “60-Second Sum- 
mary” for a quick fill-in of industry- 
wide events, he proceeds to articles of 
specific interest: foreign developments, 
new drilling areas, latest equipment 
reports. These he regards as bread-and- 
butter items of information. His part- 
ner reads PW when it gets back to the 
office. 


Eugene D. Lambeth, Oil Company 
Production Superintendent is a charter 
subscriber and hasn’t missed an issue 
yet. Copies that arrive while he’s out of 
town are saved for him to read when 
he returns. Particularly likes the News 
of Washington and coverage of politi- 
cal and international developments. 
Reports that PW is doing a needed 
job of educating the oil industry on 
over-all developments. 


What’s New 


Reader preference surveys are always 
of interest — particularly to a new mag- 
azine. Latest study, covering all seg- 
ments of a typical Major Oil Company, 
revealed a significant trend. Only nine 
months after its first issue, PW showed 
up in the Number Two spot among 
the five oil publications named by re- 
spondents. All votes were “write-ins” 
on a blank ballot! 


Canadian Oil Company ''Whodunit"'! 
A letter revealed the fact that an uni- 
dentified person or persons had ab- 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


D. E. Pinion Charles R. Harwood 


D. E. Pinion, Independent Producer 
goes through every issue from cover to 
cover — and so do three other men in 
his office. All bold-face paragraphs are 
scanned, and articles of interest read in 
detail. Finds it so complete and so 
timesaving that it has become his chief 
source of information about the week’s 
happenings in all phases of the world 
wide oil industry. 


Charles R. Harwood, Oil Company 
Geophysist reports that PW gives him 
over-all information on the petroleum 
industry that he would not read else- 
where. The bold-face paragraphs help 
summarize up-to-the-minute reports on 
exploration and new drilling proce- 
dures, and the personal items keep him 
in touch with friends and fellow work- 
ers. He ranks it among the top maga- 
zines in its field. 


in Petroleum Week 


sconded with all copies of a recent 
issue of PW. The motive — keen inter- 
est in an article on a stock purchase 
plan for employ ees. Solution—two new 
copies were forwarded by return mail 


Up, up, up, up... More advertisers are 
discovering that now “‘it’s easier to sell 
oil men.” There are already 47 new 
advertisers in PW this year. The signifi- 
cant average-pages-per-issue figure is 
now up nearly 50% over the compar- 
able figure for 1955. 


PETROLEUM WEEK 
Personals 


Where the news 
is, there you'll 
find the "tall 
man from Tex- 
as." Six foot four 
without his Stet 
son, mud _ boots 
and camera are 
standard equip- 
ment as he trecks 
through the oil country interviewing 
oil men on the job, — from tool-pusher 
to research engineer. That’s Glen 
Green, PW Senior Editor —a_ native 
Texan and oil reporting veteran of long 
standing, assigned to on-the-spot cover 
age of exploration, drilling and produc- 
tion news in the Southwest 


Glen Green 


Many letters 
come to PW ad- 
dressed to Wal- 
ter Jablonski — 
to Mr. W. M. 
Jablonski, or 
simply Mr. Ja- 
blonski. But 
most oil men the 
world over know 
that the penetrating, provocative col 
umn bylined “W. M. Jablonski’ is 
penned by deceptively slender, darkly 
attractive Wanda Mary Jablonski. 
Daughter of a major oil company ge- 
ologist, Wanda’s early years were spent 
in oil camps at Eastland and Midland, 
Texas. She received her B. A. from 
Cornell and gained her early reputation 
as a top flight oil writer with the New 
York Journal of Commerce. 


a S 
Wanda M. Jablonski 


In February— 
for the first time 
—an oil writer 
was invited to 
the weekly meet- 
ing of Sinclair's 
plans board. 
The resulting 
PW story was 
heralded by a 
number of readers as a milestone in oil 
magazine coverage of management pro 
cedure. Sinclair ordered thousands of 
reprints for distribution to employees 
and stockholders. John Barton, PW 
Senior Editor and Management Spe- 
cialist, wrote the story. Barton has 
broad experience as an oil writer — in- 
cluding Managing Editorship on a 
prize-winning National Petroleum 


News staff. 


John Barton 


® @ 


l / 128 





FORUM .. 


continued from p. 123 


we've done so twice within the past 
20 years. In this area, we don’t feel 
we can effectively train men for the 
‘profession” nor can we offer a sub- 
stitute for the typically varied ex- 
perience of most advertising ex- 
ecutives. 

The rapid increase in the number 
of supplementary pay plans for ex- 
ecutives will make it more difficult 
to hire good men from other com- 
panies. And it will undoubtedly 
necessitate more general adoption of 
the “promote from within” policy 
for both sales and advertising ex- 


ecutives. 


Training program helps build 
one-family operation 


By G. G. Raymond 


8 We believe that it is a manager’s 
responsibility to train his own re- 
placement. Someday, we hope each 
manager will have replacements 
trained two or three deep, but right 
now we are shooting for a depth of 
one 

others, I started in 


During 


Like many 
business in the early °’20s 
the depression the company de- 
generated to a staff of two and a 
half (the girl came in half days) 
I held all the offices, made all the 
plans, sales and decisions, and I 


As the 


business grew, I trained my staff 


also counted the money. 
“across the desk.” They did the leg 
work and I made the decisions. Un- 
der this type of direction the busi- 
ness prospered, but I continued to 
un the whole show 

A serious illness a few years ago 
made me realize that I hadn’t done 
the training job necessary to carry 
on the business. In planning correc- 
tions, I knew that the job couldn't 
possibly be done “across the desk.” 
While the method was good, it was 
broad 


neither fast enough nor 


enough to maintain our rate of 


growth. I also knew that I was too 
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much of an “operator” to do a real 
coaching job. So, I turned the gen- 
eral management over to my son, 
who had had 16 years of living with 
I took a “staff” 
position, and asked him to build an 


me and my ideas 


operating team. 

He got the necessary outside help 
to start a management development 
program within the company. Sur- 
prisingly (to us) we found that we 
had the necessary talent right in 
our midst. All it needed was some 
instruction, some coaching, and the 
chance to operate. 

The management training pro- 
gram we use is both formal and in- 
formal. It is based on Larry Ap- 
pley's “Management the Simple 
Way,” and we keep it very simple. 

General company objectives, poli- 
cies and expected results are worked 
out for all functions within the com- 
pany. Specifically, in the marketing 
management area, long range ob- 
jectives are formulated and dele- 
gated with the governing policies 
With these 


guides, executives are ex- 


and expected results. 
broad 
pected to make their own plans and 
decisions. We expect mistakes, but 
they are allowed and planned for, 
and most important, the mistakes 
must be corrected by those who 
make them. We believe that people 
will do a good job if they know 
what they are expected to do and 
then have a method of measuring 
their own effectiveness 

Interestingly, our management de- 
velopment program has attracted all 
the men we need without a formal 
recruiting program, It pleased me 
to find that many, qualified young 
men will go with a small company 
in a small town if they know that 
the company will help them grow 
and improve, and that the company 
is a growing concern with plans for 
continued growth 

Believe me, this has not been as 
simple for me as I've made it sound 
Watching young fellows make what 
I consider mistakes is not easy on 
the blood pressure, and several times 
I've let off steam in a big way. But 
the results are most satisfactory and 
most profitable so, I find myself 
enjoying semi-retirement more and 
more. So much so, that I'd recom- 
mend the same plan to others who 
have built a one-family operation 


that’s outgrowing its britches. 


Young engineers become sales, 
promotion heads of tomorrow 


By J. H. Devor 


E 


# At Wagner Electric Corp., sales 
and advertising executives are pro- 
moted from within the company. 
Usually, these are men who joined 
the company as apprentice engi- 
neers directly from college. 

In order to obtain young men of 
high caliber, Wagner has for years 
sent recruiting executives to certain 
selected colleges for the purpose of 
interviewing senior engineers and 
offering employment with the com- 
pany. Recently Wagner started ad- 
vertising in selected engineering 
school journals to inform the stu- 
dents of the advantages it offers to 
young engineers 

Those who join the company are 
given a comprehensive _ training 
course. They learn the company’s 
products and manufacturing proc- 
esses by actual experience in the 
factory, and its background and 
policies through regular meetings at 
which the various department heads 
discuss their own particular opera- 
tions. 

After 


course, these men are assigned to 


completing the training 
positions in the department which 
best suits their preference and apti- 
sales, 


tude, such as engineering, 


manufacturing, administration or 
accounting. In a company such as 
Wagner, we find that an engineer- 
ing background is a valuable asset 
in all phases of the business. 

Men who joined the company as 
apprentice engineers hold many im- 
portant positions today. Numbered 
company’s 


among them are the 


president, vice-presidents, sales 
managers and sales promotion man- 
ager 

Many others are moving steadily 
forward as they gain experience and 
develop their abilities. Here at Wag- 
ner, we are convinced that we have 
within our own organization the 
men who will be our leaders to- 


morrow. 





Ow can you tell an expert 
2 


& 
© 


ig ad 1s bad 


One of the most frustrating things about the adver- 


tising business is that you meet so many experts in it. 


At recent count, we’ve met 1,477 experts this year 
to date, including bartenders, filling station attend- 
ants, friends, wives of friends, wives of people who are 
not at all friendly, and even a few professional adver- 
tising people. The thing that bothers us is how to tell 


these various experts that an ad is bad. 
Consider our problem: 


The most tangible thing we have to sell is our proven 
ability to produce good advertising. Logically, our best 
new business prospects should be companies whose 
advertising is not good advertising. But hell hath no 
fury like an advertising expert scorned — you just can’t 
walk in and tell a man his advertising is bad. For some 
reason, it’s like questioning his virility or insulting 
his wife —it’s haf personal. Yet, we think you'll agree, 
there are a lot of people paying good money for bad 


advertising who don’t know it or won't admit it. 
OR, so how do you tell them? 


Do you send them anonymous letters enclosing 
Starch or Readex reports on their ads? Do you send 
them some of the dozens of excellent treatises which 
explain what creates reader interest? Do you send them 
eye-camera tracings to show the reader’s confusion 
when he is confronted with one of their ads? Do you 
try to explain that the difference between a good ad 
and a bad one is often the distance from one side of 
the desk to the other?—the distance from the adver- 
tiser’s side to the side where a prospect might be sitting 
and trying to learn something about a product. Too 
much advertising never gets bevond the back side of 
the desk. But how do you tell the man at the back side 


of the desk? 


Sure, there’s also a lot of very good advertising being 
created today far more good than bad, undoubtedly. 


We think we produce our share of good advertising 


and a lot of other agencies (and clients) do too. 


It’s the bad advertising we see that bothers us, but 
also makes us optimistic about our future growth. We 
are sure that the number of “‘average’”’ experts (e.g., 
“I’m an average reader, and I know what advertising 


appeals to me.”’) is dropping. 
So the last question ts this: 


How can you and we, who usually know the differ- 
ence between good and bad advertising, speed up the 


trend? Any suggestions? 


areleller Kickard, 
G ebhardt and Keed Ine: 


A DOVER TiS 1N G 


NEW YORK * CHICAGO * PITTSBURGH 
AFFILIATE: 
PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES, INC 


MARKETING COUNSEL * MARSTELLER RESEARCH. INC 
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Without promotion incentive, 
company may lose its spark 


By F. L. Griffith 


® We believe in obtaining sales ex- 
ecutives first by promoting trom 
within our company and second by 
recruiting experienced outside ex- 
ecutives 

Promotion from within our com- 
pany offers incentive to capabl 
young men to come with us and 
stay with us. Promotions from with- 
in usually provide us with trained 
and proven personnel surrounded 
by a minimum of unknowns con- 
cerning their ability to succeed 
Costly turnover, resulting from poo: 
outside selections, and_transitioi 
periods, can be held to a minimum 
Long-range personnel development 
and organizational growth can_ be 
planned with a reasonable degree of 
ecuracy only if we continue to 
strengthen the foundation fron 


which our management talent is 
drawn 
Without the incentives and com- 
petition associated with promotion, 
an organization loses the very spark 
which may spell the difference be- 
tween the leader and the also ran 
Occasionally, recruiting experi- 
enced outside executives fulfills real 
eds in our organizational growth 
ans. First it enables us to bring 
new ideas and philosophies into ou 
team thinking. Failure to augment 
our organization with outside phi- 
losophies is like inter-marriage 
certain traits become stronger and 
stronger until sometimes perspective 
lost. Secondly, the hiring of out- 
side executives enables us to obtain 
knowledge, experience and abilities 
ihat may never otherwise be avail- 
able in our existing organization 
through training and personnel de- 
velopment 
Since we are a_ medium-sized 
company, we must depend upon ap- 


titude testing and on-the-job train- 
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ing with formal, semi-annual evalu- 
ations for the development of our 
executive talent. Our semi-annual 
evaluations or performance reviews 
take the form of standardized writ- 
ten appraisals culminating in per- 
sonal interviews between employe 
Such 
are subject to the multiple opinions 


and_superviso1 evaluations 
of all executives who by line of 
authority are in a position to ap- 
praise a particular individual’s per- 
formance and_ potential. Strong 
emphasis is placed on determining 
areas for improvement and drafting 
specific plans for implementing this 
improvement. Wherever possible, ac- 
tual working experience in various 
divisions of the corporation is con- 
sidered essential to the develop- 
ment of well-rounded executive tal- 
ent 

When it is necessary to resort 
to hiring executive talent from out- 
side our corporation, we look to re- 
lated 


manutacturers 


industries and competitive 
wherein we may 
have reason to know the proven 
ability of specific personnel. In the 
final analysis, there is no substi- 
tute for continual, long-range plan- 
ning for development of manage- 


ment potential 


Keeps running record of all 
eligible for advancement 


By R. E. Fisher 


® Promotion within our company 


is a customary procedure when 


openings occul rol experienced ex- 
ecutives. While the program for up- 
grading is generally of an informal 
nature, a complete running record 
of all personnel in each category 
eligible for advancement is main- 
tained at our corporate industrial 
relations department for reviewal 
when openings occur in any of oun 
various divisions. This program has 
worked out in a very satisfactory 
manne! 

When and if it becomes necessary 
to recruit from the outside, this is 
generally accomplished by _ broad- 
casting to the general managers of 
our various divisions, requesting 
them to be on the lookout for the 
type of person required with the 


necessary qualifications 


Ten-day course, school class, 
meetings help train leaders 


By A. F. Metz 


~ 


® We prefer to select our sales and 
advertising executives from within 
the company. Our 
starts by 
men in how to sell and promote 


development 
program training these 
highly technical industrial products 
To do this, we have regular ten-day 
courses, where the best talent in the 
organization, from the chairman of 
the board on down, contribute in 
instruction forums and other forms 
of sharing ideas and experiences. 

As the men make progress in 
their work, we encourage their at- 
tendance at extension courses and 
other formal educational sessions, 
where they can undertake special- 
ized studies in engineering and 
marketing. We also take advantage 
of the excellent orientation sessions 
and seminars offered by the Ameri- 
can Management Association and 
the National Industrial Conference 
Board for the junior marketing ex- 
ecutives who have previously dem- 
onstrated their willingness to 
broaden their knowledge and use- 
fulness on a self-starting basis. In 
addition to this, the company sends 
members of the marketing manage- 
ment group to some of the well- 
known courses in advanced man- 
agement, since we feel that the 
educational process should not only 
be dynamic but also continuous and, 
at the same time, applicable to all 
of us 

We urge our executives at all 
levels to participate actively in the 
various trade and technical associ- 
ations that tie in with their job 
functions and find these contribute 
a great deal to their development 

In a very few instances we have 
recruited certain executives with 
rather specialized talent from out- 
side, through management engineer- 
ing and_ personnel consultants, 
but up to this time, our recruiting 
of marketing people has been con- 
fined to the salesmen and novice 
engineer level, through all the vari- 
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HOW TO GET YOUR SELLING UNDERWAY 
IN THE SURGING MARINE MARKET 


It's a new growth industry . . . Ship- 
building is launching a construction 
program without peacetime precedent 

rebuilding our active merchant 
fleet within 15 years... and with naval 
construction, planning to spend $18-20 
billion for new ships in the next decade. 


How can you sell it? Just-merged Ma- 
rine Engineering / Log drops opportun- 
ity smack in your lap with the /956 
Maritime Review & Yearbook. For here 
in this new 15th edition is the single 
most significant issue of any magazine 
in the field .. . a timely updating of 
“what's happening, what's new and 
what’s over the horizon” for the entire 
maritime industry. 


You cover the waterfront in the “ Year- 
book Number.” Marine buyers get an 
interpretive analysis of most-active in- 
dustry issues and problems .. . plus 
technical and design data, operating 
and equipment trends, market economics 
and statistics. The advertiser gets a 
perfect place to lay out his full product 
line... tie in to this tidal wave of prog- 
ress sweeping U. S. shipping. And your 
ad dollars go further .. . it’s a reference 
edition withconstant month-in, month- 
out use long after it hits the desks of 


Engineering/log 


Come on... let’s get aboard! Total 

circulation (all paid) will go well over 

M iti the regular issue’s 14,000 mark . . . al- 
ari ime ready the biggest circulation of any 
marine paper. Practically every impor- 

o tant purchasing power in the market 
Review & will read and refer to the **Yearbook 
Number”... your best customers and 

prospects will look for your sales mes- 

y b k sage in its pages. Start planning your 
ear 00 advertising right now ... make your 
reservations right now! It’s published 


August 3Ist .. . closes for advertisers 
July 16th. Get in it! 


Marine 


é 
Mngineering 


A SIMMONS-BOARDMAN PUBLICATION (ABC- ABP) 


30 Church Street, New York 7, N. Y. incorporating acd 
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ous devices starting within the col- 


lege S. 


Gets new executives from 
newly acquired companies 


By Lee B. Thomas 


s With the tremendous importance 
and an increasing one—of sales 
and merchandising, a very great 
portion of the time of the entire 
management of our company is de- 
voted to problems of advertising 
and selling, and the development of 
the organization in that respect. 
Our company, which is a growing 
one, has been able to acquire a con- 
siderable amount of essential talent 
from acquired companies, 
and it has been our policy to bring 
our people along through the or- 
wherever possible. We 


newly 


ganization 
do occasionally have to acquire 
someone from the outside, particu- 
larly in the advertising field where 
our department is not too large and 
considerable 


where there is a 


amount of technical training re- 
quired 

Our sales people are generally 
hired as trainees, then work up 
through the organization becoming 
in turn, junior salesmen, salesmen, 


territorial managers, etc. 


Usually promotes within, or 
uses employment agency 


= We believe that whenever pos- 
sible, it is to our distinct advantage 
to obtain sales and advertising ex- 
ecutives from within our own or- 
ganization. We believe this policy 


creates, among our employes, the 
incentive to put forth their best 
efforts on their present job, to learn 
as much as they can about the com- 
pany’s over-all sales and advertising 
policy and program and, most im- 
portant, it gives each employe a 
goal for which to set his sights. 

Although we do not have a for- 
mal program for developing future 
executives, we do have a definite 
policy of keeping our employes well 
informed. By well informed, I mean, 
we let them know of the sales and 
promotion problems we are en- 
countering in all territories and 
markets, regardless of the fact that 
it may not be of immediate con- 
cern to them. When we adopt a 
policy, we tell them the background 
and the reasoning behind the need 
for adopting the policy. 

We use the 
method when we put into effect a 


same _ informative 


certain sales or advertising pro- 
gram. Whenever possible, such as at 
company sales meetings, we en- 
courage our employes to present 
their opinions as to how they would 
handle problems that must be solved 
at an executive level. 

In addition, we encourage our 
men to attend sales management 
clinics presented by leading uni- 


versities and sales management 


counseling firms. 


Product training so extensive 
that ‘inside men’ are best 


By F. F. Elliott 


® We consider knowledge of prod- 
uct and of the company plus an en- 
thusiasm for the industry more fun- 
damental in our field than any 
selling skill. Therefore, we obtain 
our sales executives by promotion 
from within the company. 

We realize that selling techniques 
are important. However, they are 
only a plus after we have obtained 
a man who knows thoroughly what 
Crane Co. has to sell and how he 
can be of service to Crane cus- 
tomers. And when he does know it 


thoroughly he is bound to be able 
to make a “selling” presentation. 

orientation 
whether 


We have a general 
course for all students 
they are going into sales, engineer- 
ing, accounting or any other phase 
of the company’s activities. How- 
ever, those who are to become sales- 
men get far more instruction of a 
background nature than those in 
other occupations where the man 
is not going to work so closely with 
customers. 

In sp2cialized fields such as heat- 
ing, a salesman must design and 
lay out all basic types and kinds of 
heating systems before we consider 
him fully trained. 

To be even a junior salesman, we 
require one year minimum job ro- 
tation training in our branches and 
we select the 75 or 100 outstanding 
young men for ten weeks’ formal 
training in Chicago. 


Two-year program launches 
executives of the future 


By A. D. R. Fraser 


rresiaen 


o Ours is a relatively new com- 
pany which has just finished its 
twentieth year. Our first top sales 
executive was one of the incor- 
porators of the company, who was 
readily able to recruit experienced 
executives because of poor business 
conditions in our industry and gen- 
erally in the middle 30's. 

From these sources we _ have 
trained our present top sales and 
advertising executives. Our entire 
company policy is to exert every 
effort to fill 
from the ranks of our own people 


executive positions 
who know our company, our poli- 
cies and our industry. 

For the last ten years we have 
operated a training program for col- 
lege graduates. The program runs 
nine months or two years and from 
this source comes most of our most 
promising talent. The 
training program covers both mill 


executive 


and home office, as well as labo- 
ratory and engineering training. The 





men are then placed in the field 
under the supervision of district 
sales managers in all phases of 
sales work. Bulletins, regional and 
general meetings keep them up-to- 
date on products, polices and prac- 
tices. 

There have been cases where our 
training program has not been able 
to keep up with our growth, at 
which time we have had to go out- 
side for experienced people. Our 
territorial sales representatives, 
knowing the needs of their own 
territory and the people covering it, 
have been most helpful in finding 
excellent personnel, many of whom 
have stepped up the ladder as op- 
portunities have developed. 


Cites own sales manager, 
moved up from assistant 


By J. W. Fribley 


President 


® We believe in developing our 
own sales and advertising execu- 
tives and plant supervisory person- 
nel. It is part of the philosophy of 
our organization, dating back to its 
founding in 1916, to encourage em- 
ployes to move forward in their 
jobs. 

Perhaps the best example of mov- 
ing employes upward in our com- 
pany is the recent appointment of 
our sales manager, Henry G. Dacey, 
who had held the post of assistant 
sales manager for several years. 
Eminently qualified when the sales 
manager’s job was vacated, Mr. 
Dacey was moved into this impor- 
tant post. Here is proof we want our 
employes to develop’ executive 
qualities so they can be utilized in 
the best interests of the organiza- 
tion, and at the same time to offer 
an incentive to our young people. 

Wherever possible when special- 
ized experience is required, such as 
publicity and public relations, and 
is not readily available among our 
executives, we do not hesitate to 
go outside and secure the services 
of a firm qualified to handle such 
jobs. We feel this is merely an ex- 
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100% verified coverage 


A 


Metal P r oducts MANUFACTURING 


of manufacturers 
of appliances and 
fabricated metal 
products... 


finish 


Growing with its field, finish delivers a 
100%-verified audience of over 10,000 key 
buying factors — 100% verified under BPA 
Audit Regulations. This carefully selected 
and qualified audience means that the men 
who count in every appliance plant in the 
country —and in all allied fabricated 
metal plants— can be reached and sold 
through advertising in finish. 
Experienced reporting of industry news... 
careful analyses of industry problems .. . 
informative plant articles . . . special fea- 
ture sections. . . definitive articles of interest 
to top and operating management have 
made finish magazine ‘‘must reading” 
for all the important buying influences in 
the appliance manufacturing industry — 
and have assured a vital, active, responsive 
audience among key manufacturers of 
fabricated metal products. 


PUBLICATIONS 
YORK STREET 


AT PARK AVENUE 
ELMHURST, ILLINOIS 


at ooo 


MAGAZINE OF 


ypliance AND 





Your TOP Engineering Market 


TELL THEM 
AND 

SELL THEM 
IN THE 


American 
Lngineer 


The AMERICAN ENGINEER 
more Registered Professional Engi- 
neers 
Here is your TOP engineering market 


reaches 
than any other magazine. 


78.4°% buy or specify. A mar- 


ket of influence so extensive that it 
penetrates all 
The Registered Professional 
neer’s counsel is sought on processes, 
methods, equipment and materials 
— from basic research through de- 
sign, development, manufacture or 
construction. In each step his voice is 
DECISIVE in buying or specifying. 


phases of industry. 
Engi- 


The magazine of the Registered Professional Engineer 
CIRCULATION OVER 35,000 — 78.4 % BUY OR SPECIFY 





THE READER 





THE MAGAZINE 





His Position... 
Three-fourts of AMERICAN ENGINEER 


readers are in positions of authority - 
either as owners of parents, chief execu- 
tives, department heads or section heads, 
as shown here: 

CHIEF EXECUTIVES 
DEPARTMENT HEADS : 
OWNERS OR PARTNERS 
SECTION HEADS B 
SPECIALISTS (industrial) : 
OTHER , 


7% —8,995 
%—8,155 
%—4,480 

2%—-4,270 

8% —4,130 

14.2% —4,970 

100% —35,000 

His Earnings... 

A new salary survey of AMERICAN EN- 

GINEER readers substantiates their re- 

sponsible positions, as shown by these fig- 

ures: 
10% 
25% 
50% 


than $18,210 
than 11,700 
than 8,460 


earn more 
earn more 
earn more 


He Supervises... 


According to a recent survey, the Regis- 
tered Professional Engineer reader of the 
AMERICAN ENGINEER supervises an 
average of: 

9 Engineers 

29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


Editorial Content... 


The Registered Professional Engineer read- 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap- 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop”’ pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation ... 

The circulation of over 35,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir 
culation has more than tripled. 


Readership... 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
79,000 readers per issue. 


Advertising lineage UP 219% in three years! 


2 


To help you sell the TOP Engineering Market 


send for: 


MARKET AND MEDIA INFORMATION (NIAA) 


A STATEMENT BY THE EDITOR 
INCOME AND SALARY SURVEY 
PRODUCT SURVEY 


AMERICAN ENGINEER 


Official Publication 


National Society of Professional Engineers 


2029 K St., N.W., Washington 6, D.C. 
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tension of the facilities immediately 
available to our sales and advertis- 
the agency 
hired in this case will be function- 


ing personnel—since 
ing for and with our executives in 


achieving immediate and_long- 


range projects. 


Stress use of business papers 
in training young executives 


By Noah L. Butkin 


laent 


® Since our industry must sell a 
product based upon the individual 
needs of our various types of cus- 
tomers in automotive, chemical, 
steel, die casting and foundry busi- 
nesses, our development of sales ex- 
ecutives must also take a specialized 
approach. 

Our preference is to develop sales 
representatives from among metal- 
lurgical gradutes. Given a candidate 
with a basic understanding of tech- 
nical problems, we emphasize com- 
plete in-plant experience. We have 
learned that a man with a good 
knowledge of production know-how 
is better qualified to sell when he 
understands the needs of our cus- 
tomers in relation to our production 
schedule. 

We further sales 
representatives to familiarize them- 
our opera- 
tions through plant tours and man- 
agement conferences, both face-to- 


encourage our 


selves with customers’ 


face and over the telephone. It can- 
not be often that a 
salesman who understands his cus- 
the 
being a successful representative. 
We are fortunate in having busi- 
ness publications which give excel- 
lent surveys of day-to-day develop- 
ments in the industry. Use of such 
publications by our personnel is, of 
course, encouraged, It is interesting 
to note that these trade publications, 
as well as contacts with the indus- 


repeated too 


tomers’ needs is on road to 


try, are our soundest basis for re- 
cruiting successful men. * 





THIS CASE-HISTORY REPORT DID 6 JOBS 


Dravo Corporation had a case-history in Chicago that 
they wanted to use in their advertising and promotion. 
Getting the pictures and the information seemed like 
a problem until U. P. Pictorial Research entered 


the picture. 


A phone call to the Commercial Photography Division 
of United Press Associations covered such details as 


specific information desired and most acceptable cam- 
era angles. Out went a two-man team consisting of a 
thoroughly competent photographer and an industrial 
reporter. In a few days Dravo had a complete detailed 
report, including photographs, (shown above) of its 
equipment in service and the resulting benefits. 


From this report came two ads, a news release, a 4-page 
technical report for salesmen’s use, a direct-mail piece, 
a house-organ story, and striking illustrations for the 
annual report. The cost was surprisingly reasonable, 
and nobody from Dravo had to use time and money 
traveling. 





U. P. PICTORIAL RESEARCH is an illustrated and docu- 
mented report of product or service 
usage and operational procedure. 
It reaches you as a package — in 
duplicate — consisting of a summary 
of findings, list of questions and 
answers, signed statements, photo- 
graph releases, and photographs. 


Case histories are becoming increasingly important in 
industrial advertising and promotion. You owe it to 
yourself and your company or clients to know about 
the benefits of U. P. Pictorial Research. The handy 


coupon below will bring you complete information 


1g 
about this or any of the other economical services of 
the Commercial Photography Division, United Press 


Associations, 461 Eighth Avenue, New York 1, N. Y. 





Harrow M. Cuurcu, Direcror 
COMMERCIAL PHOTOGRAPHY DIVISION 
Unitep Press AssociATIONS 
461 EicHtH AveNuE, New York 1, N. Y. 


Please send me complete information, including costs, about 
the services checked: 


Pictorial Research Reports 
| Photographic assignments 
Advertising photography 
| Location and publicity photography 
| Stock photographs 


Company____ 





Address 
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where advertising pays 


Whenever we feel that old statistical urge coming on, It has for going on 8 years! 

we just hop over to the adding machine and push the The reasons are Business Week’s acknowledged 
“repeat” button... because the answer always comes unique access to the mind of management, through su- 
out the same. Business Week leads all general-con- perior coverage of the business news...and the greatest 
sumer magazines, all general-news magazines, and all management readership per advertising dollar among 


general-business magazines, in total advertising pages. magazines in its field. 


the top 8 magazines in America 


TOTAL ADVERTISING PAGES—FIRST QUARTER 1956° 


1. BUSINESS WEEK aa - © o* 2«@# @ e > & «| o ® ee * . e oe . a4 a 1,386 


. NEW YORKER 1,059 


. LIFE 976 


. SATURDAY EVENING POST 827 


. TIME . 812 


.U. S. NEWS & WORLD REPORT 782 


. NEWSWEEK 719 


. FORTUNE 466 


BUSINESS WEEK 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


A McGRAW-HILL PUBLICATION 
MEMBER-AUDIT BUREAU OF CIRCULATIONS 


*Source: Publishers Information Bureau. Excludes trade, technical, and industrial publications. 








First four months of 1956 
shows solid increase over 1955 





= Advertising volume in business 
publications showed a good, stable 
gain over 1955 as shown by some 
300 publications reporting to INDUS- 
TRIAL MARKETING. April showed an 
increase of 7.5% (2,940 pages), and 
the year to date total increased 
5.8 (8,567 pages) over 1955. 

The largest group, the industrial 
papers, gained 9.6% (2,421 pages) 
for the month, and 6.9% (6,561 
pages) for the first four months of 
1956. Trade publications increased 
0.4% (26 pages) in April, and 3.1% 
(753 pages) for the year to date. 

Class publications increased 4.6% 
(148 pages) for the month, and 6.2% 
(722 pages) for the first four months 
of the year. Product news publica- 
tions gained 7.5% (251 units) for the 
month, and 3.9% (498 units) for the 
year to date. The group of export 


April/volume 7.5% (in pages) over 1955 
1956 1955 page change % change 





Ly 1s 


Year to date/volume 5.8% (in pages) over 1955 
1956 1955 page change % change 
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publications increased 7.9% (94 

pages) for April, and 0.7% (33 

pages) for the first four months of 
157,313 148,746 t 1956. 


April pages pages to date April pages pages to date 
Industrial group 1956 1955 1956 1955 Industrial group 1956 1955 1956 1955 








892 837 
960 782 
992 750 
575 455 
695 635 
413 331 
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492 
147 
728 
396 
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INTENSIVE READERSHIP 
is just one reason why you belong in N.E.D. 


Readership plus action among the men you want to sell 
is what makes N.E.D. your most effective advertising 
medium for reaching a// levels of a// industries. 


Your product advertising in N.E.D. always appears 
next to editorial items on new products... an impor- 
tant asset to high readership. It doesn’t have to fight 
for attention. It gets read...and acted upon. Each 
N.E.D. inquiry requests information on an average of 


4.1 products...all related... proving that N.E.D. 
readers mean business. Further proof is that over 
90% of N.E.D.’s circulation is actually requested by 
key buying influences. 

Intensive readership is only one of the reasons why 
you belong in N.E.D. Write for a copy of our latest 
booklet, “Why You Belong’’, and see how N.E.D. can 
produce results that match your objectives. 


Over 70,000 COPIES (Total Distribution) 210,000 READERS in over 42,800 PLANTS 


A_ PENTON PUBLICATION 


Cha A 
1213 W. Third Street 
Cleveland 13, Ohio 
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Oil and Gas 
i C-vaM Aalto mej ol-reti ay 


Key Men Who Specify products and serv- 
ices in the annual 114 billion dollar Refin- 
ing, Petrochemical, Natural Gasoline market 
are Contractors, Superintendents, Engineers, 
and Foremen. 

Because of highly specialized responsi- 
bilities, nearly 80% of these key title men 
prefer the specialized coverage of PE’s 
Refining-Petrochemical Edition. But many 
important operating men (about 20%) pre- 
fer all industry coverage. These operating 
management buyers subscribe to PE’s Man- 
agement Edition, which covers the entire 
oil-gas industry for those who wish it. That’s 
why your advertising dollars go farther, 
dig deeper, sell harder in PE. 


Wherever your product dictates you con- 
centrate your sales message . . . Refining 
and Petrochemical . . . Drilling and Pro- 
ducing . . . Pipelining . . . or throughout 
the entire Oil and Gas Industry . . . PE 
offers you a publishing package whereby 
each reader selects the editorial coverage 
he needs. PE delivers your advertising mes- 
sage (in 2 or 4 editions) with Engineered 
Impact . . . to the Men Who Specify. 

Contact the PE District Manager to learn 
why PE leads all oil papers in paid circu- 
lation gained and advertising pages gained 
per issue since 1948; how product deter- 
mines market with maximum impact and 
no waste circulation. 


Only PE gives you both specialized and integrated coverage 


DELLE 
DRILLING & 
PRODUCING 


MANAGEMENT 


es 
REFINING & 
PETROCHEMICAL 


OlL & GAS 
PIPELINING 


Only PE lets the Reader select the editorial he needs 
Only PE lets the Advertiser pick the market he needs 
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Diesel Progress . . 
Fibre Containers & Paperboard Mills 
“Gas . . March SE 


Marine Engineering/The Log . . 


"Geyer’s Dealer Topics . . i: 





Media changes. . Conover-Mast Publications . . New York R. Lenn Franke, Jr. . . 
} , neon +} ; a y nt T ’ Vv He’) +r 


A. T. Papineau . . ha n named to tl Ray G. Richards, i f Purchasing 11 Builder, Chitag 
t ! reated | f eastern manaas I William G. Maass, f Aviatior 
[ i Burdette P. Mast, Jr., pu I Emmet J. O’Connell 


fey 


Herb B. Rothman .. 
Paul E. Nicholls, Jr. . . { 1 7 +} 
Cree eet Lawrence A. Sloan 
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CHICAGO 
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Pe, Largest Advertising Production Center 


( NIAA 


the Largest Advertising Association 


and urges you to consider the advantages of Chicago’s exceptional advertising produc- 
tion facilities . . . the ideal center for fast shipping, where creative talent in all the arts, 
skilled craftsmen in all the processes, the greatest aggregation of modern equipment avail- 
able, and alert competitive policies, combine to give you the finest, fastest service offered 


by the graphic arts anywhere. 


See advertisement 
on page 
DECALCOMANIAS 
The Meyercord Co. 


ENVELOPES 
Du-Plex Onvelope Corp. 


EXHIBITS, DISPLAYS 
General Exhibits and Displays, Inc. 


LETTER SERVICE —- ADDRESSING 


Brodie Advertising Service 
The Letter Shop Inc. 
Public Letter Service 


PAPER MERCHANTS 
Marquette Paper Corp. 


See advertisement 


on page 


PHOTOGRAPHIC STUDIOS 


Standard Studios Inc. 


PHOTOGRAPHIC TYPESETTERS 


Filmotype Corp. 


PHOTOSTATS 


Standard Studios Inc. 


PRINTERS 


Parmelee Printers 
Universal Loose Leaf Mfg. Co. 


SELLING TOOLS 


Sales Tools, Inc. 


TYPOGRAPHERS, TYPESETTERS 
Filmotype Corp. 147 


May 1956 /139 





ZIP- 
MASTER 


LOOKMASTER 


VIEWMASTER 


SHOWMASTER 


DISPLAYMASTER 


Here is a brief showing of the best de 
signed and most complete line of visual 
sales aids available. Whatever your needs, 
the chances are we have a binder in stock 
and in your size. Stock binders mean low 
cost and immediate delivery. If your needs 
are special, our staff of designers will 
analyze your problem and make recom- 
mendations. Write for catalog No. 558 or 
ask for a sample binder on memo 


1720 WEST WASHINGTON BLVD. 
CHICAGO 12, ILLINOIS 
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to finish up the year this June with 
a membership of about 140, 


ST. LOUIS 


The first one-day industrial mar- 
keting conference of the Industrial 
Marketing Club of St. Louis was so 
successful the club now is consid- 
ering making it an annual event. 

Theme of the first conference was 
“Marketing Policies that Cut Sales 
Costs.” Subjects, covered by recog- 
nized experts, were “Research as a 
Tool to Lower Sales Costs,” “Get- 
ting Better Results from Your Ad- 
vertising Investment,” “Using Moti- 
vation Research to Build Markets,” 
“Making the Sale,’ “Closing the 
Sale” and “Top Management Looks 
at Advertising.” 


PHILADELPHIA 


An educational project to stimu- 
late industrial advertising training 
and development in schools and uni- 
versities, and to promote industrial 
advertising as a career among 
students, is one of the important 
current undertakings of Eastern In- 
dustrial Advertisers. 

Three phases of the program are 
already established. 

Groups of students and instruc- 
tors from marketing departments of 
schools and colleges in the Phila- 
delphia area are guests of EIA at 
the regular monthly meetings. In- 
formal discussions follow the dinner 
meetings 

The second phase of the program 
was an all-day education seminar, 
attended by marketing professors 
from the University of Pennsyl- 
vania, Temple, Villanova, Drexel, 
University of Delaware and other 
schools in the area, and a large 
eroup of leading industrial advertis- 
ing men. The problem discussed was, 
“How to produce better trained 
personnel for industrial advertising 
and marketing jobs.” 

The third phase of the program is 
the establishment of a_ speakers 
bureau. among EIA members to 
furnish qualified speakers on any 
phase of industrial marketing for 
classroom lectures in the various 


schools and colleges. 


The name's the same 
for 18 NIAA chapters 


™ NEW yorK—The NIAA chapters 
across the nation have gone on a 
name-changing binge. 

Now 18 of the 29 chapters have 
adopted the name “National In- 
dustrial Advertisers Association . .” 
followed by the chapter designation. 
Latest to make the change was one 
of the founding chapters of NIAA, 
the Chicago Industrial Advertisers 
Association, now the “National In- 
dustrial Advertisers Association — 
Chicago Chapter.” 

The other two founding chapters 

New York and Milwaukee—made 
the change earlier this year. 

Other chapters that have adopted 
the new designation are Albany, 
Central Indiana (Indianapolis); 
Cleveland; Eastern New England 
(Boston); Hamilton, Ont.; Mary- 
land; Minnesota; New Jersey; 
Northern California (San Fran- 
cisco); North Texas (Dallas-Fort 
Worth); Oregon; Pittsburgh; Rock- 
ford; Toronto, and Youngstown, O. 

NIAA headquarters recommended 
the new name as a means of show- 
ing the close relationship among the 
chapters and headquarters. 

A. R. Teifeld, director of adver- 
tising, Copperweld Steel Co., Pitts- 
burgh, chairman of the NIAA pub- 
which 
pushed the name-change drive, said 
that about 75% of total NIAA mem- 
bership now is in chapters that have 


lic relations committee, 


the new name. 


California NIAA group 
announces ad competition 


@ LOS ANGELES—The Southern Cal- 
ifornia chapter of NIAA has an- 
nounced its 1956 Industrial Adver- 
tising Awards Competition. 

The awards honor top industrial 
advertising campaigns originating in 
southern California. The ten com- 
petition classifications are publica- 
tion advertising, bulletins or bro- 
chures, direct mail, billboards, fi- 
nancial reports, educational, prod- 
uct, institutional, service and re- 
cruitment. 

Entries must be in the hands of 
the NIAA Awards Committee, Pub- 
lishers Consultants, Inc., 1019 N. 
Madison Ave., Los Angeles 29, Call., 
by May 14. a 
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MARQUETTE PAPER CORPORATION 


*% Phone CEntral 6-8255 x 
333: WEST LAKE STREET CHICAGO 6, ILLINOIS 


Come Ga 


WHOLESALE PAPER MERCHANTS 


C= Ces 














How Do You Score? 


YOUR BUSINESS 
PERSONALITY TEST 


1. Do you ever feel threatened 
by the pressures of competition 
and long for a fresh approach in 
direct maii? 


2. Do you exhibit aggressive 
behavior when you learn a print- 
ing job doesn’t meet current post- 
al regulations? 


2 5 Does your ulcer start to 
kick up when your instructions 
are not followed by your printer? 


4, Do you feel insecure when 
the boss wants to know what 
happened to the catalog sheets 
that were supposed to be printed 
last week? 


.. Are you ever embarrassed 
by a last minute job — and want 
a printer who can handle it — 
but fast? 


6. Do you have a secret desire 
to get your hands on a really 
up-to-date mailing list? 


ie Do you lie awake nights 
worrying if that mailing's getting 
out on time? 


If your answer is “NO” 


to all of the above, you are a rare 
and happy breed of man and we 
congratulate you! 


If you have 3 or more 
“YES” answers, 


DElaware 7-0460 


could well be the answer to your 
printing production and mailing prob- 
lems! 


Public Letter & 


Litho Service 


57 W. Grand Avenue 
Chicago 10 
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Export advertising needs more 
than ‘crumbs,’ says Cutler 


® cHicaco—Many American com- 
panies don’t know how to plan their 
export advertising or set the budgets 
for it, charges Robert L. Cutler, di- 
rector, International Div., the Buchen 
Co., Chicago agency. 

He spoke at meeting of the Ex- 
port Managers Club of Chicago. 

“Allocation of funds for export 
advertising all too often is based on 
percentage of the previous year’s 
sales or on crumbs left over from 
the domestic budget,’ Mr. Cutler 
said 

He said budgets should be based 
instead on the export market po- 
tential, and the exporter should de- 
velop advertising programs based 


on specific objectives. 


He made these additional points: 
® Export budgets should be set up 
several months in advance of the 
advertising year because of the spe- 
cial problems involved. 

@ All weaknesses in the foreign dis- 
tributing company 
should be corrected before any ad- 
vertising is planned. 

e The United States has many good 
export media, and there are good 
publications for American adver- 
tising in England, France and Ger- 
many. 

e Ads in local foreign media are 
necessary, and those media are 


system of a 


constantly improving. 

© Local foreign advertising agencies 
can help U. S. advertisers in solving 
problems of local media, language 
and local customs. 

© A good U. S. agency should be 
engaged so as to provide the experi- 
enced planning necessary for the 
American advertiser and 
also to give the foreign advertising 
program the necessary centralized 


export 


control. 

Another speaker at the meeting 
urged American companies to take 
a long range view of the foreign 
markets. He was Douglas A. Pais- 
ley, export manager, Sparkler Mfg. 
Co., Mundelein, Ill., manufacturer 
of liquid pressure filters. 

“We should continue to pursue 


vontinued on page 144 
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EXHIBIT PARADE 





Convention Exhibits ¢ Commercial Interiors ¢ Merchandising Displays ¢ Sales Presentations ¢ Models @ Dioramas 





...it’s AMAZING the difference FIBERGLAS makes 
—and how highly technical engineering data and 
normally dull installation instructions were trans- 
formed into this inviting, easy-to-read, quickly under- 
stood and convincing exhibit. Used by Owens-Corning 
Fiberglas Corp. at trade shows and sales meetings. 


“Hospitality Terrace” is the name of this smart dining 
place where Standard Brands Inc. serves Chase & 
Sanborn Coffee and Danish pastry at trade shows to 
thousands of restaurant, hotel and bakery customers 
and prospects. Main structure is 10’ 6” high, but 
exhibit is built so portions of front can be used in 
shows having 8’ background height limitations. An 
example of planned multi-use possibilities. 


This is an Exhibit? Well, it’s really a Camera Shop 
that’s one of the best retail outlets for cameras and 
film in the country. Adjoining it is an historical exhibit 
and a life size replica of an old-time 1890 photog- 
rapher’s shop, operated by EASTMAN KODAK CO. 
Both were designed, built and installed by us in 
Disneyland at Anaheim, Calif. 


PROBLEM: How to display over 2500 cutlery and 
kitchenware products, ranging in quality from 10¢ 
store items to imported cutlery sets, in a space 19’ x 
70’. The EKCO PRODUCTS CO. showroom shown 
above is our solution. Good design created a quality 
setting for all lines. A novel feature is row of panels 
at left—revolving manually, they carry merchandise 
on both faces, provide double display area. 


eneral exhibits and displays ine. 


2100 N. RACINE AVE. + CHICAGO 14, ILL. + PHONE: EASTGATE 7- 








your 
layouts 
and | 
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presen tations 
will 
SELL 


BETTER 
with 





COLOR 
STATS 


i 
@ they're low priced—8x10 . . . $6.00 
@ they're fast—24 hour service on 
sizes to 20"x45” 
@ prints or transparencies from any 
color copy. 
e color slide films at new low cost. 


write for complete descriptive 


literature, price list and SAMPLE 


1 
! 
just make sure it’s a 


CHROM ROMASTAT 


ca ~<a) STUDIOS 


540 N. Michigan, Chicago, Ill. 
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export markets even though they 
don’t look promising,’ Mr. Paisley 
said. 

He listed these five ways in which 
Sparkler builds its export business 
and fosters better relations with its 
overseas agents: 

1. Publication of a monthly bulle- 
tin citing—by name—agents who 
have made outstanding sales rec- 
ords. 

2. Reciprocal agreements for ex- 
changing information with the 
agents. 

3. Telephoning prospects, custom- 
ers and agents. 

4. Printing literature in the lan- 
guage of the country in which it is 
to be distributed. 

5. Encouraging agents to do local 
advertising by reimbursing them 
one-third of the costs of the adver- 
tising. 


William B. Spooner, New York 
industrial adman, dies at 63 


@ MORRISTOWN, N. J.—William B. 
Spooner, Jr., 63, co-founder and 
partner in Spooner & Kriegel, New 
York, advertising and 
sales consulting firm, died in a Mor- 
ristown hospital April 6, after a long 


illness. 


industrial 


R. C. Rowe, Canadian business 
paper publisher, dies at 65 


® GARDENVALE, QUEBEC—Ronald Clif- 
ford Rowe, 65, president of National 
Business Publications Ltd., died 
March 28. 

Mr. Rowe, a native of England, 
came to Canada in 1910 and worked 
as a mining engineer and mining 
executive until 1927, when he be- 
came associate editor of Canadian 
Mining Journal. He became editor- 
in-chief of that publication, and in 
1929 he and a group of associates 
formed National Business Publica- 
tions Ltd. 

Mr. Rowe became president of 
that company in 1946. 

Mr. Rowe was a past president of 
two Canadian publishers’ organiza- 
tions—Business Newspapers Associ- 
ation and Periodical Press Associa- 


she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 

Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


431 S. Dearborn St. © Chicago 5, Illinois 





MEDIA AND MARKET FACTS 


FOR BUILDING YOUR 1956 
SCHEDULES 


- see the hundreds of pages of 
data covering 69 primary markets 
— specifications, rates and circula- 
tions of the 2,400 business papers 
serving U. S. and Canadian industry 
— and the factual presentations of 
200 leading publishing organizations 

. in your 


1956 INDUSTRIAL MARKET DATA & 
DIRECTORY NUMBER 








PRINTING 


volume of 

st accounts 

on nearly all 
folders, letter 
You'll find our 
yered on time and 
Ss your next 


dummy for a 


‘UNIVERS SAL 


Loose Leaf Mfg. Co., 161 W. Harrison St. 
Chicago — Call HArrison 7-1811 














tion. He also was a member of the 
National Industrial Advertisers As- 
sociation and of that group’s Mon- 
treal chapter. 


‘County Agents Directory’ out 


® cHIcAGoO—The 41st annual “Coun- 
ty Agents Directory” has been pub- 
lished. 

The 224-page book lists more 
than 15,000 names, including those 
of all the nation’s county agricul- 
tural agents and home demonstra- 
tion agents and of all U.S. Depart- 
ment of Agriculture officials. Pub- 
lisher is Agricultural Leaders’ Di- 
gest, 139 N. Clark St., Chicago 2, Ill. 
Price is $5 a copy. 


BRAND AND 
TRADE MARK 
IDENTIFICATION 
THAT IS TRUE 
TO COLOR 

AND DESIGN 

- +» AND 
DURABLE! 











NBP to test business press’ 
impact on industrial city 


® HOT SPRINGS, vA.—National Busi- 
ness Publications plans to test the 
impact of business publications on 
an entire industrial city. 

Plans for the test were revealed 
at the NBP’s annual convention in 
Hot Springs. 





James S. Mulholland, Jr., Elec- 
tronic Design, reported on the test 
plan for the NBP’s research com- 
mittee. He said a typical industrial 
community—such as Peoria, IIl., or 
Ft. Wayne, Ind.—will be studied on 
the basis of the combined circula- 
tions of all audited business papers, 
with field interviews supplemented 
by a mail questionnaire. 

Individual companies also will be 
studied to find how deep the busi- 
ness press penetrates into manu- 
facturing, distribution and service 
operations. 

The NBP has appropriated $15,- 
000 for the project. It is expected to 
hire a professional research firm so 
that the study can begin by August. 

Other convention highlights: 


> Business paper publishing costs 
have kept pace with rising revenue, 
and both costs and advertising rev- 
enues can be expected to continue 
to rise, reported Morris Goldman of 
J. K. Lasser & Co., accounting firm 
which studies publication costs for 
NBP. 


> George C. Kiernan, Eastman Re- 
search Organization, said studies 
show 94% of business paper readers 
read at least some of the ads. He 
said most of this ad readership is 

Continued on page 146 


cost or obligation ... 


THE MEYE fs Tore} Js) co. DEPT. S-308 


5323 WEST LAKE ST. 
CHICAGO 44, ILLINOIS 


You'll find Meyercord Nameplate Decals on literally thousands of 
consumer goods items... from major appliances and tractors to low 
cost toys and novelties. Bright, colorful, durable Meyercord Nameplate 
Decals are displayed prominently on magnesium ladders and home 
water heaters . .. on vacuum cleaners and kitchen mixers. They are 
constant brand identification reminders. Meyercord Decals are pro- 
duced under the most exacting quality-controlled conditions. Each 
order is carefully engineered to your specific application and product 
finish. Also available to you are the full facilities of the Meyercord Art 
and Service Departments. Let us give you the full facts about Meyercord 
Nameplate Decals . . . how they can help you cut costs and do a better 
job of brand name identification. Just drop us a note . . . no obligation. 


The Meyercord “Mark It’ Decal Nameplate Manual is yours without 
write for it on your company letterhead — today. 





PARMELEE 
PRINTERS 


230 E. OHIO STREET * CHICAGO 11, ILLINOIS 





Telephone 
SUperior 7-2360 


Commercial and Art Printers 


* COMPLETE PERSONAL 
LETTER PRESS SERVICE 
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“active” readership—that is, the 
reader is looking for a particular 
kind of information. Because of this 
“active” interest in ads, readers ob- 
ject to interspersing editorial matter 
with advertising, Mr. Kiernan said. 


>» James J. McMahon, president, 
James J. McMahon, Inc., New York, 
and chairman of the Association of 
American Advertising Agencies’ 
committee on business papers said 
that 30 years ago 20% of the ads in 
the business press were placed by 
agencies and now the figure is al- 
most 100°. 


. | 
Need any of the following Services? eyo 


Multigraphing Mailing Mechanical Addressing ing-Cloud Publishing Co., Chicago, 
Radio & TV orders processed was elected chairman of the board 
of NBP. New vice-chairmen are 
James I. Ballard, King Publications; 
Russell Jaenke, Penton Publishing 

° | Co., and Raymond Coombes, Mecha- 

(0 I, ADVERTISING SERVICE | nization. Leonard Tingle, Butterick 

isk debs weamann Aen. oka banee | Co., was re-elected treasurer. Rob- 

CHICAGO * ILLINOIS | ert E. Harper continues as president. 

Fast and Resourceful Service — Since 1919 — Reasonable, too! M. E. Herz, Modern Medicine, and 
| Richard Smith, W. R. C. Smith Pub- 

lishing Co., were chosen new direc- 
tors; and Mr. Ballard and Mr. 


GET 1ST CLASS RECOGNITION | “ombes were re-elected directors. 
% ) F O R Y O U R L E T T E R | Start new publication 
hy, | Mailed With Your Catalog In Promote sod eavipment 


® pETROIT—A new tabloid-size 


monthly, Power-Electrical-Process 
iU- CH News, is scheduled to be published 
May 15. 


The ORIGINAL 2-Compartment Envelope According to publisher Samuel 
Schiff, the publication will be edited 
to build prestige for the used and 
DU-PLEX ONVELOPE CORP. rebuilt electrical, power and process 
equipment dealer and will provide 
3026 Franklin Blvd. e Chicago 12, Ill. Ka 3 
an advertising medium for sellers of 
such equipment. Initial circulation 
WITHOUT COST OR OBLIGATION please send samples will be 50,000. 


and prices of the Improved Du-Plex Envelope that secures Ist Class recogni- 


Mimeographing Printing 
Addressing Plate Cutting Complete Mail Campaigns 











tion for letters mailed with catalogs — in plain view in the letter compart- s s 2 
e ° » Claim ‘selective selling’ cuts 


ment. industrial sales costs by 75% 


Size of our catalog is Quote prices M | ™ cHIcAGoO—‘Selective selling” could 
With Window Without Window [ Clasp String & Button reduce industrial sales costs by 75%, 

according to Waldie & Briggs, Chi- 
FIRM NAME eae cago agency. 

Three men from the agency out- 
lined the principles of “selective 
INDIVIDUAL'S NAME ” selling’”—which amounts to con- 

| centrating all sales efforts on pros- 








ADDRESS 
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Auk the Admon _—s "KID-BITS” 
WHO eel 
OWNS ONE * 


*over 800 agencies, advertisers, 
studios do! 


FILMO VPE —*" ai be ts aren 
l contest sponsored by 


vommerce 





Why use the Research Department if 
you don’t follow our recommendations? 


gives quality headings that 
make readers sit up and take 
notice... yet balances ad 
budgets doing it! 


rms 
nn mmo 


i ell 


gx ag publications ; j . 
€> = Wanna know what | think of those 


pects who will be the biggest buyers lavtutell ta @ ward 
at a meeting of the Chicago 
Dotted Line Club, a business paper 
space salesmen’s organization. 
This is the Peter Frantz, vice-president and 
FILMOTYPE plans chief, said the average indus- 


American advertising’s favorite : trial sales call costs $17.24, and the 
photo composition machine. The : 

Filmotype library includes over 
800 styles and sizes of in sales expenses. He said that by 


Dhul Lettering using selective selling, his agency So you had an independent firm make 
and 


hepes to cut the cost of the average that readership survey! Sure you did. 


average industrial sale costs $187.50 


DISPLAY TYPE sale for clients to $45. | 
any of which you can produce Mr. Frantz said selective selling 
with a flick of a finger! makes use of the “20-80 principle” 
that is that 20°. of an industrial 
company’s customers will provide 
80°. of that company’s business. 
Mr. Frantz outlined these steps in 
selective selling: 
Inject the sales-stimulating attraction of > Research to find what establish- Not on the schedule? But we were the guys 
rich-looking hand lettering into every who sold them on the idea in the first place. 
ad, every piece of literature... and do 
it for less! Filmotype is amazingly easy 
to operate . . . convenient desk-top size > Analyzing the establishments to 
. . almost instantly produces sharp, see which are prospective big buy- 
black proofs ready for paste-up! Ask the ers. 
ad man who owns one—Filmotype mul- 
tiplies readership as well as economy! 


ments are prospects for the product 
to be sold. 


> Identifying those big buying pros- 

pects by name and address. 

> Identifying individuals with buy- 

Filmotype can be yours ing influence within those big pros- 

AT NO INVESTMENT... 

7! panes hand lettering Those first four steps will develop 3 

and display type! a “master sales control file,’ Mr. seaside malt teies 
Get the full details . . . see for yourself Frantz said, which will be used to aes ple eee 

how it works. Write for a FREE demon- select media for advertising to the and research. 


stration today! buying influences and as a list for 


This is the way I've felt ever since Grimm & 


pect companies. Craigle has been handling our advertising. 


direct mail promotion to the men GRIMM & CRAIGIZ. Inc 
with buying influence. ( hove Ee 
FILM ‘eum 4-2 The next step, he said, is to pass : A 


on responses from the advertising 201 N. Wells Street «+ Chicago 6, Illinois 


7 oa FRanklin 2-8056 
Continued on page 150 ptepieey 
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says EDWARD F. SHAVER 


Sales Promotion Manager 


Jensen Mfg. Company 


“I read Industrial Marketing —and find a wealth of 
helpful material in each issue. For me, it’s a constant 
source of effective promotional ideas successfully 


initiated by other manufacturers.” 


Mr. Shaver’s career began in graphic arts in 1936 when, after 
attending Chicago art schools, he became a designer of molded 
rubber products. Later, he joined the Ford, Browne and Mathews 
advertising agency as production manager and several years later, 
moved to the retail advertising department of Montgomery Ward 
&°Co. He also served on the sales staffs of the Pioneer Publishing 
Co. and the Columbian Lithographing Co. before joining the Jensen 
Manufacturing Co. in 1955 as sales promotion manager. 


says JOHN YAEGER 
Manager, Advertising & Market Research 


Hunter Spring Company 


“I look forward eagerly to each issue of Industrial 
Marketing. Like anything of real value, I keep track 
of it, and often share it.” 


Although educated for engineering, Mr. Yaeger began his career 
in industrial advertising at Leeds & Northrup in 1949. Later the 
industrial advertising road led him to positions at I-T-E Circuit 
Breaker Company and Telefex, Inc. In October, 1954, he joined 
Hunter, with responsibilities of staking out and developing markets 
for Neg’ator products, and co-ordinating advertising-publicity. For 
rustic dwelling, Mr. Yaeger chose a “picturesque ruin” for his 
wife and three children in 1949, complete with a mill race, a cave, 
and a spring. 





WITH MEN WHO MAKE 
INDUSTRIAL ADVERTISING 


says ARTHUR LAACK 


Manager, Advertising & Sales Promotion 
Four-Wheel Drive Auto Co. 


“Industrial Marketing is read thoroughly in our 
organization from the VP /Sales on down. For me, it 
serves as a ‘handbook’ for developing new ideas in 
promotion and marketing of industrial products.” 


After graduating from the University of Wisconsin’s School of 
Journalism in 1948, Mr. Laack became managing editor of the 
weekly newspaper “West Bend Pilot’. In 1950, he entered the 
industrial advertising field with General Machinery Division of 
Allis-Chalmers Manufacturing Company. Later, he moved to The 
Trane Co. as an assistant to the advertising manager, and in 1955, 
joined The Four-Wheel Drive Auto Company, as manager of adver- 
tising and sales promotion. For hobbies, Mr. Laack enjoys golf 
and free-lance writing. 





NEWS... 
"Clients more than continued from p. 147 


" 
ole) ubled 9 Says > ; and promotion to the sales depart- 


ment. And the final step is to de- 
velop tools to help the sales depart- 
ment sell better. 

Agency president Benjamin Wal- 
die said selective selling “is no auto- 
matic formula for getting business,” 
but it is a practical “philosophy of 
selling.” 

bry Wal] Str Executive vice-president George 
Now yoad Stree ] eae Briggs pointed out that modern 
ork 4, New — aa | marketing conditions are changing 
Cent lemer management’s basic i ne lin a tion 
ne “toward retrenchment.” He said that 
In May ] management now is being prodded 
to get more sales because unless 
there is expansion, fixed costs will 
eat up profits 
Because of this situation, Mr. 
Briggs said, “today it’s easier than 


ever to sell advertising.” 


Foslien, Dearborn Stove Co.'s 
advertising manager, dies 


® paLtLtas—C. K. Foslien, advertis- 
ing manager, Dearborn Stove Co., 
died April 1. 

Mr. Foslien had been in the 





lls 
expectatis. 


s 


agency business in St. Paul and 
Minneapolis, and once was adver- 
tising manager of the Insulite Div. 
of Minnesota & Ontario Paper Co., 
Minneapolis. He had been ad man- 
ager at Dearborn since 1949. 


Germany runs 24-page ad 
section in ‘New York Times’ 





® NEW yYorK—Western Germany 
has made a strong advertising bid 


' ' ‘ 1 » sell its industrial and cons or 
Looking For Big Results... Like This ? Re aor ar 


The bid was a 24-page special 
Whether you choose The Wall Street Journal exclusively, or section in the Sunday, April 1 edi- 





include it with other publications, you find that this only national tion of the New York Times. The 
; all-advertising section looked like a 
business daily accounts for the big results. The Journal covers not é : noacti Spain mace 
: ¢ big i Koa Sunday supplement with its editori- 

a big: once put an z once big xy power, buying si 
only a big audience . .. but an audience big in buying power, buying al type of format. 
intentions and buying needs. Get into The Journal and get action! Theme of the ad was “Germany 


Wants to do Business with You.” 
Circulation: OVER 407,000 The section carried editorial-style 
articles bylined by German leaders, 
THE WALL STREET JOURNAL who told of the country’s economic 
| progress and technological know- 
NEW YORK * aril Xero) how. 

Published at “<oee *. vty Wy. Menres St. Its display ads were those of top 
DALLAS NZ Ta iee) | German industrial and consumer 

911 Young St. 415 Bush St. goods producers. 
*With supplementary printing in Washington, D. C. One spread listed hundreds of 
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German industrial and _ business 
firms with names and addresses of TROL 
their U. S. representatives. CON 

The advertising supplement was que Appric 
sponsored by the Federal Republic oe 
of Germany and by the companies 
which ran display ads. 


we 
aTrons macn® 
6 
cnoweer! 
: 





‘Institutions’ trial ends, 
final briefs come up in June 


® cHicaco—An 11-day trial in the 
case of Institutions-vs.-Conover- 
Mast has ended. There probably 
will be a ruling in the case next 


month. va ' i . ; 
Domestic Engineering Co., Chi- aes - 
cago, publisher of Institutions, is "gape | Sin sass 


suing Conover-Mast Publications, 
New York, charging that Conover- 
Mast’s Institutional Feeding & Hous- 
ing has infringed on Institutions’ 


trade-mark and copied its style and : : 
format. = ie . 


INDUSTRIAL COUNTER 


SENSITIVE RELAY MGNALING UNIT 


Institutions also had charged Con- 
over-Mast with violation of the 
anti-trust laws, but has dropped that 


charge. 
CAPACITANCE BRIDGE 


Judge Michael L. Igoe heard the 


case in U. S. District court. Testi- sat 4 Hd 
mony has been concluded, and eon a” ae’ 


Judge Igoe gave opposing lawyers 
until June 4 to submit briefs. He 
scheduled arguments on the briefs 
for June 15. 


Publisher's main job: put out MEASU RED 


‘good magazine,’ says Watson 


Satie as ee REACTION ... for Buying Action 


er’s best means of helping his sales- 
men is to “provide a good maga- 
ee became “ol Thousands of inquiries monthly from readers of 
oa bitacensliadh ic nant atl “Automatic Control’. Behind the scenes, in many 

ie ‘walk a wesaibilad 6l-m punelicol areas not covered by salesmen, “Automatic Control” 
publishers at a meeting of the T. F. develops sales leads from 30,000 buying and 
Club of Chicago, business paper specifying subscribers . .. more engineer readers 
space salesmen’s organization. than any other paper serving the field. 

Mr. Watson listed these ways in 
which business publishing manage- 
ment can aid its salesmen: (1) pro- Verified buying action through “Automatic Control” 
vide a good magazine; (2) promote 
the publication effectively; (3) pro- 
vide the salesmen with suitable 
sales material; (4) give the sales- 
men instruction; (5) check with the 


salesmen to see how they’re doing; | 
(6) set up helpful controls of the 
salesmen’s activities, and (7) give 


the salesman a hand if he hits a par- 
sGecshinte tough spot in trying to The APPLICATIONS Magazine of Systems Engineering 








make a sale. 


| 
& A Reinhold Publication, 430 Park Avenue, New York 22, N. Y. 
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Group advertising 
works in Rockford 


. . and has, for 30 years, ever since a group 


of machine tool companies decided to run a joint 


insert in business publications. Here’s the story. 


® For 30 years a group of machine 
tool companies in Rockford, Iii., has 
been successfully conducting a 
unique experiment in group adver- 
tising. 

The ads, in insert form, have ap- 
peared every month during that 
period in either Machinery or Amer- 
can Machinist, testifying to the suc- 
cess of the campaign . . and Rock- 
ford itself has become synonomous 
with machine tools throughout the 


The 16-page inserts 
Rockford as a 
tool used as 
special mailing pieces in addition 
to their regular magazine schedules. 
They also promote an institutional 


promote 
center of machine 


manufacture and ure 


theme advantageous to the entire 
machine tool industry. 

There doesn’t seem to be any par- 
ticular reason why the machine tool 
members of 
Group have 


companies which 


the Rockford 


are 
Insert 


advertising venture for more than 
30 years—except that the plan has 
worked. When the Group began, the 
heads of the manufacturing com- 
panies themselves, nearly all presi- 
dents, came to its meetings. Now 
that nearly all the members have 
advertising departments to carry on 
the Group’s functions it continues 
to work. 

That first insert of more than 30 
years ago also had 16 pages. It be- 
gan with a one-half page introduc- 
tion under the heading: ‘“Rock- 
FoRD, Creator of Cost Reducing 
Tools.” It played up a seal on each 
page “Made in Rockford, Illinois,” 
and advised customers “When You 
Buy Specify (the seal) ‘Made in 
Rockford, Illinois’”, The other half 
of the insert’s first page was devoted 
to an advertisement of Anderson 
Bros. Mfg. Co., which has been a 
member of the Group ever since— 
until this year when it 
dropped out because of emphasis on 


early 


packaging machinery. 
Other members of the group for 
the first insert were The Ingersoll 





entire industry. stuck together in 





NICKEL TUBE FORMS WIRELESS LIGHT. Chandelier consists 
of nickel rod and tube which carries electricity to 192 tiny light bulbs, eliminat- 
ing need for wiring. Over 200 advertisers of ferrous and nonferrous metals 
use MEM to show new and better uses for their engineering materials. (Photo: 
International Nickel Co.) 
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this cooperative 


Milling Machine Co.; Barber-Col- 


or top information 


Illustrations highlight how Materials & Methods 
offers industry the most information on how and 
where to use engineering materials. M&M's spe- 
cialized editorial appeal attracts 30,000 paid sub- 
scribers who select and specify materials, parts and 
finishes used in product design and manufacture. 


To sell to this audience, more companies place more 
advertising pages on engineering materials, parts 
and finishes in M&M than in any other engineering 
or design magazine. 











ROCKFORD 


Creator of 
COST REDUCING TOOLS 








Scrapes in less time— 
without fatigue! 


Fifteen (15) Anderson's are 
used in Rockford alone 


ould 
nvestig 


ANDERSON BROS. MFG. C« 





ANDERSON BROS. MFG. 














Granddaddy .. First Rockford 


appeared June 19, 1924, in American 


Machinist, featured 


man Company; W. F. & John Barnes 
Co.; Rockford Tool Company (now 
Sundstrand Machine Tool Co.); 
Greenlee Bros. & Co.; Rockford Ma- 
chine Tool Company; Barnes Drill 


ie” 


WORLD’S LARGEST UNIVERSAL 
TESTING MACHINE used part of its 
5,000,000 Ib. energy to delicately crack an egg 
that had incubated for 21 days. Machine tests 
materials and parts to 40 ft. in size. Many MGM 
articles offer information on testing and inspec- 
tion methods as a means to better materials selec- 
tion. (Photo: Lehigh University) 


Co., and the Rockford Drilling Ma- 
chine Co., now the Rockford Clutch 
division of Borg-Warner. 

There have been additions to and 
defections from the group in 30 
years, but only Anderson and Rock- 
ford Drilling Machine Co., of the 
original members, are no longer 
with it. New members include Mat- 
tison Machine Works; Ekstrom, 
Carlson & Co.; Rehnberg-Jacobson 
Mfg. Co.; John S. Barnes Corp., a 
subsidiary of W. F. & John Barnes 
Co.; and American Broach & Ma- 
chine Co., a division of Sundstrand. 
There are no large strictly machine 
tool manufacturers in Rockford who 
do not belong. 

During the worst days of the de- 
the Rockford 
down to as few as four pages with 
seven advertisers, but it was never 


pression, Insert got 


discontinued. It has never been in 
any other publications but Machin- 
ery and American Machinist. 


Cooperative competition . . The 
Group’s members are largely non- 
competitive but not exclusively so. 
More than one company makes mill- 








° _ a 
ASTOWATIC DEVICE SeRPORATION ALLEUTOWN PA 


MOTOR MOUNT costs $1.10 cast in one piece 
from gray iron—compared to $2.40 assembly 
previously used. Casting gives better perform- 
ance as well as important cost reduction. More 
than 20 editorial pages per issue tell MEM 
readers how to select the best fabricated mate- 
rials, parts and shapes. (Photo: Gray Iron 
Founders’ Society) 


How 
De Lavat 
Plans Futare 
Equipment 


Replacements 


Keap Gorhering Matel-Werking Prodwation 
tdees...0¢ Well Intermed When The Tiga 
fer Repiacement Arrives 











ing machines, transfer machines, 


honing 
and others. “Yet, there’s never been 


machines, boring machines 


a time when one company wasn't 


willing to give ground or to take an 


Materials 
& Methods 


ABC — ABP 


A REINHOLD PUBLICATION 
$30 Park Avenue, New York 22. N. ¥ 


Materials Selection 
& Use in Product Design 
& Manufacture 








In lechnica (publicity 


The Best 
Write the Least 


The best publicity men write 

the least — because their highest 
skill is in identifying that 

which will print and convince — 
and in arranging the digging and 
the doing. 


Today our business magazines 
are superbly staffed, editorially. 
Many make a point of asserting 

that they are “wholly staff 
written.” What they want from the 
technical publicity man is data, 
documentation and leg-work — 
not poesy. They expect him to 
produce the authorities, not 

just parrot and paraphrase them. 


On the other side of the fence — 
within companies like yours — 
engineers, development men, 

field service men and technical 
specialists, all are becoming 
increasingly interested in doing 
“articles and papers.” Management 
encourages them to write on 
company time. Many firms wisely 
reward their authors beyond salary. 


The function of the publicity 
expert is that of a 
manager-middleman. He serves the 
editors, helps the authors, and 
builds the program. 


He writes only as one means to 
an end. 


Produce the Most 


To produce the most — in 
technical news and data which 
carry the sales ball — engage 
publicity people who can talk your 
authors’ languages, know the 
appetites of the business press, and 
earn their keep at sparking and 
riding herd on campaigns. 


Harry W. Smith 
Incorporated 


Gechnical Publicity and Cditorial Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Telanswer Service (WH 3-1262) 
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extra page if necessary,’ one mem- 
ber declares 

Certainly there are positive bene- 
fits to members of the group. They 
refer to Rockford as “Special Ma- 
chinery Capital of the Country,” and 
feel that an important advantage of 
the insert is “the establishment in 
the minds of machine tool users of 
Rockford as a leading machine tool 
center.” 

The insert has a trade-mark value 
that has increased in worth steadily 
from year to year. Salesmen and 
other representatives from the Rock- 
ford factories find that membership 
in the group has added to their 
prestige 

“Buyers and distributors both feel 
that members are progressive,” they 
say. “We are also complimented on 
the type of information we publish 
in the insert’s covers.” 

Favorable letters and comments 
are received from both customers 
and distributors. “A number of our 
customers have highly complimented 
the advertising of the Rockford 
Group which appears regularly in 
Machinery,” writes one manufac- 
turer’s representative. 

One of the reasons for the success 
of the insert undoubtedly has been 
the progressive institutional theme 


on the cover page of each insert. 
The covers have plugged machine 
tool shows, installation photographs 
with the names of advertisers, edi- 
torials, and other subjects. Since 
August, 1951, the insert has ham- 
mered away at a single theme— 
the planned replacement idea, with 
emphasis on the MAPI formula. 

In June, 1952, the first statement- 
type approach was used in this se- 
ries: “Why Allis-Chalmers Appro- 
priated $4,086,000 for the Purchase 
of Replacement and New Machine 
Tools in 1951.” 

Today the theme is presented in 
one of two forms—as a statement 
or as a cost analysis. On the Febru- 
ary, 1954, cover appears the head- 
line: “Why the Falk Corporation 
Can Plan Equipment Purchases with 
Confidence,” followed with a state- 
ment by Harold F. Falk, executive 
vice president. The statement dis- 
cusses the MAPI formula of equip- 
ment analysis for possible replace- 
ment and the Falk Corporation’s 
procedures for replacing equipment. 

The cost analysis approach re- 
produces an actual equipment analy- 
sis form for a given machine under 
the MAPI formula or a modification 
of the formula. In the case of a 
Cooper-Bessemer analysis repro- 
duced on the March, 1954, insert 
cover, it was accompanied by a 


statement from J. E. Brown, treas- 
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Inside . . 


appears 


together by color bar 


and right) which 





urer of Cooper-Bessmer: “As a re- 
sult of the accompanying study the 
replacement was made—as a result 
of the replacement profits have been 
greater. The theory in this case has 
been proved by facts.” 


Rockford push . . The Rockford 
Insert is printed on a special paper 
stock in two colors—black and 
green. Since March, 1954, there has 
been a standard three-quarter-inch 
screened panel in green at the bot- 
tom of each page showing an out- 
line map of the United States with 
the location of Rockford indicated 
by a black arrow. A _ screened 
notched effect, also in green, bleeds 
on the outside of the page. Thus 
the green border bleeds sides and 
bottom but not top, and frames 
regular 7x10 plates which may be 
used in the companies’ other ads. 

At the bottom of each page there 
is a slogan in black type, overprint- 
ing the green. Each left-hand page 
legend states: “Machines Designed 
to Meet Your Needs RrockForp, 
ILLINOIS, U.S.A.” The right-hand 
legend reads: “City of Machine- 
Tool Specialists ROCKFORD, ILLINOIS, 
USA,” 

Second color in the insert is al- 
Ways green, even though the com- 
panies participating may regularly 
use other second colors outside the 
insert. A third color may be used 
in the insert but the advertiser must 
pay for it individually. The design 
gives the advantage of a second 
color without the expense of making 
two-color plates for each ad. 

In addition to the copies of the 
insert run in Machinery, about 14,- 
000 are distributed each month to 
a special mailing list maintained for 
the group at Adams’ Letter Service, 
Rockford. The list represents a con- 
solidation of all the lists turned in 
by each member company more 
than 10 years ago. It is operated 
under fixed rules to which all mem- 
ber companies agree. The compa- 
nies share equally in distributing the 
insert, allocating expenses on a pro- 
rata basis with advertising. 

Member companies can make 
mailings of their own advertising 
material to the entire list or to 
any geographical portion of it, or 
over their own tabbed list. They are 
not permitted, however, to make 
mailings over the tabbed list of any 


‘ontinued on page 156 


ADVERTISEMENT 


= Used to be when a man said 
rubber you knew. what he meant, 
but with rubber companies making 
polyethylene insulated wire, vinyl 
coated fabrics and _ polyurethane 
foam pillows, it’s hard to tell where 
‘rubber’ stops and ‘rubberlike’ takes 
over. 


Variety . . Fact is, rubber com- 
panies use the raw material best 
suited to the job at hand. They 
consume over half of all vinyl resins 
produced, as well as_ increasing 
amounts of the other rubberlike 
resins. The finished products haven't 
changed much — only the base ma- 
terial is different and even that can 
change. 


Prime market . . That’s why this 
expanding, ever-changing $5 Billion 
field is a prime market, perhaps for 
your material . . equipment . . proc- 
ess . . service, and you can cover 
it in the one publication that pro- 
vides complete editorial coverage 
Editorial coverage . . Of the pub- 
lications serving the rubber indus- 
try, only RUBBER AGE provides 
editorial feature coverage of rub- 
berlike resins in addition to rubber 
and latex. 

During 1955, 10% of 
AGE’s feature articles 
clusively with vinyl and 


No matter 


RUBBER 
dealt ex- 
similar 


whether 


resins, accounting for 12% of its 
total feature space. 

Such exclusive coverage is typical 
of the alert editorial direction that 
makes RUBBER AGE the industry’s 
most respected and _ influential 
journal. 

Leadership .. This helps to ex- 
plain why RUBBER AGE leads by 
such a wide margin in the significant 
factors that mark a successful jour- 
nal - - - 

e Editorial Volume 90 pages more 
than the second paper in 1955! 

e Advertising Volume 91 pages 
more than the second paper in 1955 
and more than any other rubber 
journal in the world! 

@ Reader Preference 69% of all 
personal (classified) advertising is 
placed in RUBBER AGE by rubber 
technologists (your prospects!) when 
they advertise for new, top level 
jobs an reflection of 
their own reading choice! 

® Reader Satisfaction The 
eloquent expression of reader satis- 


automatic 
most 


current subscription 
verified by 


faction is the 
renewal rate: 86° 
A.B.C. audit! 
© Complete Coverage 
increasing paid circulation 
program of rotating 
non-subscribing plants insures ab- 
entire in- 
a 


A continually 
plus a 
coverage of 
solute coverage of the 
dustry 


your objective is new markets, holding your 


share of business or improving your position in this fast-growing 


field, RUBBER AGE is the one 


must journal to ‘influence the 


buying influences’ in the rubber industry. 


Thorough editorial coverage, 
tising volume, reader 


circulation coverage are yours in this industry’s only A. 


publication. 


ott? o 

5 @: RUBBER AGE 
« es 

€ = 

%* «Dp: 


*Cusat® 


preference and satisfaction, 


leadership in editorial and adver- 


and complete 


B.C. 


101 West 3Ist Street, 
New York |, N. Y. 


Publishers of the industry’s only directory — RUBBER RED BOOK 


pect oman 
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INQUIRIES 


ARE A WONDERFUL THING 
. 


e@e@8 


(a) They Come from 
Good Prospects 


(b) They Don’t Cost too 
Much to Secure 


is pulling over 


INQUIRIES 
per month 


as follows: 
Engineers 
Contractors 
Superintendents 
Foremen 
Purchasing Agents 
Miscellaneous 
Geologists & Chemists 
Officials 
0. E. M.’s 


LOW COST: 
Six insertions of a 1/9 page unit 
total only $720, and make 200,- 
000 reader impressions. Thus ad- 
vertisers benefit not only from a 
low cost per unit, but an amaz- 
ingly low cost per 1,000 readers 
. possible because we have the 
lowest rates and highest circulation 
to the right people. 


Equipment 


The Magazine of 
PETROCHANICS 


FOR 
e@ DRILLING e@ PRODUCING 
e FIELD PROCESSING 
e PIPELINE e REFINING 
e@ PETROCHEMICALS 


Published Monthly by 


THE PETROLEUM PUBLISHING CO. 
211 S. Cheyenne @ Box 1260 
Tulsa, Oklahoma 


46.3% 
17.2% 
11.8% 
7.0% 
1.4% 
1.6% 
3.6% 
6.5% 
4.6% 
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other company except as part of the 
entire list or geographical portion 
of the list. 

All addressing must be done by 
Adams Letter Service. Mailing must 
also be done by them, except where 
the addressing is only from the 
tabbed list of the 
The 
pay the 


company con- 


cerned. companies, of course, 


must costs of individual 
mailings. No outsiders are allowed 
access to the mailing list and it 
cannot be used by outsiders except 
by special permission of the Insert 
Group. 

All members can make additions 
to the list and order corrections that 
have been verified. More than rou- 
tine additions, such as large special 
lists or territorial lists, must obtain 
approval of the Group. Other regu- 


lations also govern use of the list. 


No bickering, few meetings . . 
The Group operates informally. Its 
by-laws were adopted only recently 
and are printed on a single page 
Changes in the by-laws and admis- 
sion or expulsion of members re- 
quire a two-thirds vote of the mem- 
bers. Meetings are supposed to be 
held monthly but in actual practice 
only four to six meetings are held 
each year 

Inquiries from the insert go 
direct to the individual advertisers. 
Inquiries from the insert as a mail- 
ing piece go to Adams’ Letter Serv- 
ice which distributes them to the 
appropriate companies. The mailing 
piece detailed 
check-list which lists the machines 


insert includes a 
manufactured by each participating 
company. 

There are no paid employes and 
all the work is handled by commit- 
The are the 
executive committee and the cover 
The 


minor details such as 


tees. most important 


committee. executive commit- 
tee handles 
relations with the printer, the letter 
service, and so on. The most diffi- 
cult job is done by the cover com- 
mittee, chairmanned by Walter Hag- 
strom, advertising manager of Mat- 
tison Machine Works. Although the 
whole group decides on the cover 
theme, the cover committee is re- 
sponsible for the mechanics of ob- 
information and 


taining necessary 


t Si 


9 out of 10. 
Officials” 
in the 
Steel Industry 
Reatl 
Blast Furnace 
& Steel Plant 


1, 


*90% of all steel mill Operating, 
Maintenance, and Engineering offi- 
cials with buying authority read Blast 
Furnace & Steel Plant each month. 

Every steel plant in the United 
States and Canada and most foreign 
countries is represented on its sub- 
scription list. 

Circulation figures are backed by 
ABC audit. 

Blast Furnace & Steel Plant gives 
you effective and economical cover- 
age of interested readers who com- 
prise the major buying power of the 
steel-making industry. In Blast Fur- 
nace & Steel Plant, you sell them all 
at once. 

Write for further advertiser’s in- 
formation. 


BLAST FURNACE & STEEL PLANT 


ABC. A.B.P. 
Steel Publications, inc. 

624 Grant Building 
Pittsburgh 30, Pa. 

Phone: COurt 1-1214 





so on, 

Each member of the Group han- 
dles its own advertising. The Group 
as a unit employs George Holt Ad- 
vertising of Milwaukee to handle 
the cover of the insert. 

On one point where there might be 
grounds for friction—the position of 
members’ advertisements within the 
insert—the problem is handled very 
simply by rotating the ads according 
to a pre-arranged schedule. 

Although the Rockford Group 
aims to promote Rockford as a lead- 
ing machine tool center, its activi- 
ties have never gone beyond the 
insert itself. A booklet is being de- 
veloped on machinery replacement 
and will become the first outside 
cooperative endeavor. 

While the opportunities for ex- 
tending activities of the Group seem 
almost limitless, there seems little 
disposition to do so or to extend the 
original objectives of the plan. The 
Group would be reluctant to dis- 
turb the smooth and informal work- 
ings of a plan that has proved itself 
over 30 years. It seems satisfied with 
the trade-mark value that this con- 
sistent program has created. How- 
ever modest the aims of the Rock- 
ford Insert Group have been, the 
approach is unique in_ industrial 
advertising—and it seems to work. ® 
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Who is the 
“Medern 


SANITATION” 
Man ? 


HIS TITLE: He is the ‘‘Sanitarian’’ but has hundreds of titles ranging 
from ‘‘Bacteriologist,’’ ‘‘Housekeeper’’ and ‘‘Food Service Man- 
ager”’ to ‘Plant Superintendent’’ and ‘‘Inspector.”’ 

HIS DUTIES: include sanitation, safety and welfare; research, in- 
spection, buying and recommending. 

HE BUYS BILLIONS: The latest survey shows that he buys 1% Billion 
per year in chemicals, supplies, paint, tile, lavatory equipment, 
flooring, hand and power tools, plus uncounted billions which he 
recommends. 

FOR 126,000 PLANTS in which sanitation is supervised by 15,712 
readers of ‘Modern Sanitation"’ which cuts across all Commercial 
and Institutional classifications and reaches every industrial plant 
which has 400 employees or more. 

HE READS Modern Sanitation for its research, operational and new 
product data and is particularly interested in what his contempo- 
raries are doing in this fast growing field. 

IT’S DOCUMENTED. All these facts are documented. Write for 
specific information on any phase of this unusual market opportunity. 


MEMBER BUSINESS PUBLICATIONS AUDIT. INC. 


wodeut SANITATION 


A POWELL PUBLICATION 
855 Avenue of Americas, New York 1, N. Y. BRyant 9-0499 














Business (reply) card . . New type 
f calling card has its own postal reply 
card attached. All prospect has to do is 
tear post card from calling card, fill in 
blanks on back for his name, address and 
kind of information he wants and drop in 


mail box. Card folds up to 444 x 2% 
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size, is produced by R.O.H. Hill, New York. 


INDUSTRIAL HEATING /|400 Union Trust 2 Bulldiag. Pittsburgh 19, Pa. 
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Six-point guide 


How to keep your 
customers happy 


By A. L. Carvill result of team work by many peo- 
Manag Cust ple. First of all, there is the problem 

[ Meter Department of developing good personal rela- 
YOUR TARGET... General Electric Co. tions between the salesman and 


anyone in the customer’s organiza- 


tion who has buying influence. The 
THE S0 TH is your = Every day you hear about “pub- buyer must have faith in the sales- 


* lic relations’ and “employe rela- man’s integrity and ability. 
BIGGEST MARKET But even the most able and hon- 


tions” — well-defined activities as- 
signed as specific jobs to specific est salesman must be backed up by 


mager 








people. products and services as good or 


Ld But how often do you hear of better than those offered by com- 
“customer relations?” Not often petitors. So customer relations in- 
enough, probably. Yet good cus- volves such things as product plan- 
tomer relations the necessary ning, product design, quality manu- 

® 


are 
foundation for any successful sales facture, finished goods inventories, 
effort. delivery schedules, customer re- 
Many business men assume that quests for information, settlement of 
customer relations are merely part complaints, fair prices and product 
covers it like a blanket! of the normal contact between literature. 
salesman and prospect. But it’s 
much more than that. Easy to tecr down .. All those 


Textile Bulletin is the only exclusively Good customer relations are the activities involve many people in 
Spin-Weave journal of the textile 
industry. 





It is edited solely for the men who own 
and operate Southern mills . . . deals 
only with problems and_ conditions 
which exist in Southern Spin-Weave 
mills and processing plants. The South- 
ern Slant is a precious plus .. . found 
only in Textile Bulletin. 


Customer relations creed 


Service — The customer looks for quick and adequate response to his 
requests for information, be they of a technical nature, or concerning 
large matters or small matters. To him a request for information is 
always significant and important or he wouldn't make it. 


Textile Bulletin gives complete—100% ‘ ; 
er Complaints — The customer looks for a sense of fair, prompt, and 
—coverage of the South’s Spin-Weave 


mills and their dyeing and finishing complete adjustment. He is inclined to resent the approach of first trying 
plants. to prove him wrong, or to alibi or to procrastinate. 


Delivery — The customer looks naturally for the best delivery obtain- 
SPECIAL NOTE! : able, but even more important, he looks for validity of delivery 
promises, for this permits him to conduct his operations on a known 
If you sell the whole textile field and pre-arranged basis. He will be inclined to remember who best 

COMBINATION RATES takes care of his needs because he is essentially selfish in filling his 


demand from the most reliable source. 
for Textile Bulletin and the Knitter 
will save you even more. Write us 


° Product — The customer looks for a product that will fit his needs and 
for details. 


do the job he wants done. He will have increasing requirements for 
products that will provide low installation and operating costs. The 
customer looks for quality in the product and will not countenance a 


PUBLISHING h very high percentage of defects. This, from his point of view, is utterly 
COMPANY inexcusable. 
CHARLOTTE 
NORTH CAROLINA 











=] boric Price —— The customer looks also for the best price obtainable, thus 
eThe Seuthern Spine | => prices and price policies should always give fair value and be com- 


Weave market alone aa) ' petitive wherever practicable. 


than 75% of the 
total Spin- Weave in- 


dustry in the United , Literature — The customer looks for complete up-to-date catalog, 
technical and service literature, necessary for his convenient selection 


and use of the product. 
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Yes, no matter what your line.. 
chemicals 
machinery 
kilns 
colors 
raw material 
instruments 
controls 
decals 
office equipment... . 


The way to tell your story to the ENTIRE 
ceramic field . . . to the men in the industry 
that count... . is through the CERAMIC 
BULLETIN. As the Official organ of the 
American Ceramic Society, the BULLETIN 
is looked upon, and rightly so, as the voice 
of authority. 


Where is a better place to tell your story 
than in a publication that is recognized at 
all levels of the industry as the “text book” 
of the business. 


And if coverage is uppermost in your mind, 
the BULLETIN has it. Through no other me- 
dium in the ceramic field can you achieve 
such complete coverage of your market as 
well as repeat readership as in the BUL- 
LETIN. 


Request complete data today. We'll wel- 
come the opportunity to outline completely, 
the full CERAMIC BULLETIN story. 


Gomi , 
American 1 ® Dulletin f 
Ceramic oa 
Society 

Bulletin 





4055 North High 
Street 


Columbus 14, Ohio 


both customer and supplier organ- 
izations. And, necessarily, the de- 
velopment of good customer rela- 
tions often takes time and concen- 
trated effort, because we are dealing 
in the field of human relations, 
where there is no prescribed for- 
mula to cover every situation that 
may arise. 

On the other hand, good customer 
relations can be broken down quick- 
ly by such seemingly unrelated acts 
as poor sales approach, infrequent 
sales contacts, planning a product 
that is not generally acceptable, 
designing a product that is deficient 
in operation, not building top qual- 
ity into the product and, last but 
not least, not living up to delivery 
promises. 

At General Electric, we have de- 
veloped a six-point “creed” to guide 
us in building good customer rela- 
tions. The creed outlines the things 
a customer looks for in evaluating 
a source of supply. It deals with 
service, complaints, delivery, prod- 
uct, price and literature. (See box 
on opposite page.) 

Covering these six points requires 
the attention of everyone in sales, 
engineering and manufacturing parts 
of a business. A lot of work, but it 
pays off. Adhered to faithfully, this 
six-point creed is capable of build- 
ing and maintaining top-flight cus- 
tomer relations. * 


ABP award ads.. 


continued from p. 48 


ing. Second, our trade campaign is 
directed toward the mobilization of 
all of the factors in the electrical 
industry behind this drive to edu- 
cate the home owner. 

The little “Skimpy Wiring” figure 
was designed by our agency to 
personify the dangers inherent in 
poor wiring practices, and he made 
an instant hit. Not only did the ad- 
vertisements themselves elicit favor- 
able comment, but we have had a 
great many requests for permission 
to use the “Skimpy Wiring” figure 
in promotional work throughout the 
industry. Incidentally, we have been 
most happy to give this permission 
whenever the request has been 
made. * 


big 


New England companies, 
clients of ours, are offering 
excellent opportunities for 
experienced industrial ad- 
vertising men. All are good 
jobs but each calls for dif- 
ferent qualifications .. . 
creative and administra- 
tive. 


ADVERTISING 
DIRECTOR 


A lot of opportunity ahead for the 
man who qualifies for this position. 
He must have solid industrial ex- 
perience and be able to direct the 
work of his company. 


MANAGER for 
SALES PROMOTION 
LITERATURE 


Large manufacturer of technical 
products wants man to head crea- 
tive department for sales literature 
and direct mail. Both writing and 


administrative experience necessary- 


ADVERTISING 
MANAGER 


An exceptional challenge in this one 
for a man who likes to outdo a larger 
competitor. This company is growing 
fast and needs an industrial mer- 
chandiser who can step up the pace 


and keep ahead. 


If you are interested in a good job 
in New England write us giving your 


qualifications. We'll respect your 


confidence. 


HORTON - NOYES 
COMPANY 


1800 Industrial Bank Bldg. 
Providence 3, 
Rhode Island 
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By J. Howard Donahue 
Secretary & General Sales Manager 


Ball 


® Sooner or later someone will de- 
cide that the time has come to pro- 
company history. Maybe 
your first intimation of decision will 
be when the job is dropped into 
the lap of the advertising depart- 
ment as a rush assignment. In that 
case, it’s impossible to eliminate the 
element of surprise. But you don’t 
have to be unprepared. 

One advertising 
prefers to remain unnamed points 
out the need for adopting a realistic 
viewpoint before giving even pre- 
liminary thought to such a project. 
“Forget any ideas you have about 


duce a 


executive who 


a publicity release,’ he advises, 
“and think in terms of the useful- 
ness of the piece.” 

That’s sound 


the various ways in which the his- 


counsel. Imagining 
tory may be used tends to stimu- 
late enthusiasm. For new employes 
the history will provide a concise 
summary of the company’s accom- 
plishments and objectives. And what 
better way is there to acquaint 
prospective salesmen with the back- 
of the company? A well 
piece can even bolster up 


ground 
written 
an application for a bank loan. 


Get it published .. But let’s get 
the company history printed before 
While problems 


we start using it. 
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Chore or challenge? 


Writing effective 
company histories 


History—company history, that is—doesn’t have to be 


dull . . if you know how to write it. And it can be 


a valuable sales and promotion tool for your company 


of layout and format are always 
intriguing, it is advisable first to in- 
vestigate the possibility of having 
the story published by some maga- 
zine. Among the worth while ad- 
extra coverage, re- 


when re- 


vantages are: 


duced production costs 
prints are ordered for mailing pieces 
and the greater 


attaches to 


or enclosures, 


prestige value which 


magazine article reprints as com- 
promotional 


pared to the usual 


pieces of a company. 


A 2,000-word or even longer ar- 
ticle can be inexpensively repro- 
duced on an inside spread and 
back page by folding a 17x11” sheet. 
That leaves a cover page which can 
be attractively designed to arouse 
curiosity or otherwise direct atten- 
tion to the article inside. 

Among editors of regional maga- 
zines who strongly believe in pub- 
lishing accomplishments of industry 
is L. M. Bingham, secretary of the 
Manufacturers’ Association of Con- 
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Ten things company historian needs to know 


Reasons for starting company. 
Founders of the company. 
Date founded. 

Facts about early product. 
Later product development. 


Consecutive steps or those of un- 
usual interest in production of the 
product. 


@ Interesting sidelights in careers of 
top executives and sidelights in prod- 
uct development. (Example: Experi- 
ments on one type of product lead- 
ing to start of entirely different prod- 
uct line.) 


@ Present distribution methods. 








(saveac& 


@ Interesting points in production 
process, including photographs. 


@ Uses for product, including un- 
usual applications. 











who built the 


Cori 





WILLIAM CLAY FORD 
Vice President and Group Director 
Ford Motor Compan) 

General Manager, Continental Division 


Says Mr. Ford... 


“The Continental Mark II, like every prod- 
uct of American Industry, resulted from 
the combined efforts and ideas of skilled 
technicians working side by side with 
company management. These are the men 
—technicians and executives alike—who 
comprise the audience of today’s business 
press. Through these publications they 
keep abreast of every new development in 
their specialized fields. Without this con- 
tinuing flow of information—the day-to- 
day interchange of ideas—American in- 


dustry would soon cease to advance.” 


2,103 Ford Executives and Technicians Pay 


These men, searching for new ideas with which to de- 
velop greater skills, are typical of the readers you reach 
with your advertising in McGraw-Hill publications. 
Leaders in their fields, these publications are bought by 
the men who initiate, specify or approve the purchases 
of items and materials incorporated in the products 


manufactured and sold by Ford. 




















to Read One or More McGraw-Hill Magazines 


publications serving more than 16 specialized 


More than 1,000,000 men in business and 
industry pay over $4,000,000 each year to read 
McGraw-Hill magazines. Here is a vast market 
-with billions of dollars of industrial purchasing 
power. A market your salesmen are reaching or 
trying to reach with their direct selling efforts. 


Through your advertising in McGraw-Hill 


fields and industry functions, you can make your 
salesmen’s time more productive by building up 
and maintaining acceptance for your products or 
services before and between their sales calls. Here 
you Can see advertising at work—influencing and 


selling your customers and prospects. 








Your advertisin g can 


help your salesmen make 


every minute more productive 


Orders—for any product that sells to business or industry— 

are the end result of numerous sales contacts with the men 
who have a voice in buying decisions. Some of these contacts— 
or steps to a sale—can be accomplished faster and more 
economically by Business Publication Advertising. Others— 
particularly the pay-off steps—require the specialized 

skill of the salesman. It’s the combination of printed calls 

and personal calls that produces the greatest results. 

When you apply Business Publication Advertising to the job of 
telling a// prospects what your product can do for them, you 
are saving time for your salesman. You are relieving him, at 
pennies per call, of the many preliminary steps that must be 
covered along the way to a firm order. You are increasing his 
productivity by permitting him to concentrate his valuable 
working hours discussing product applications and closing sales 


And you're keeping the door open for future sales. 


EEP CUSTOMERS SOLD 
FOR 


Ss STEPS TO 5. CLOSE THE ORDER ee 


4. SPECIFIC PROPOSAL ¢-PRODUCTION 


SUCCESSFUL wancceni HERE 


EFERENCI 


SELLING Spans | —Terwy 


INTEREST +—- ADVERTISING 
HERE 
TACT ¢ 


McGraw-Hill 


330 West 42nd Street, New York 36, N.Y. 


Headquarters for Business Information 
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necticut and editor of the associa- 
tion’s publication, “Connecticut In- 
dustry.” He likes pieces that “ac- 
quaint readers with the wide di- 
versification of products made in 
the state, their economic and social 
significance, and the contributions 
of their producers.” So it is not sur- 
prising that each month his maga- 
zine carries an article about an 
outstanding company in the state. 

“Industry has waited too long,” 
Mr. Bingham says, “before attempt- 
ing to speak to the heart of the 
people. The message can’t be com- 
municated by statistics; it must be 
translated into terms of human in- 
terest—terms the people can un- 
derstand.” 


Work sheet for historians . . 
To assist Connecticut writers who 
feel that their companies have in- 
teresting stories to tell, Mr. Bing- 
ham has prepared a work sheet to 
guide them in their search for ma- 
terial (see box). This is a research 
outline rather than a writing out- 
line, and its value lies in focusing 
attention on points that might be 
overlooked in digging for back- 
ground information. 

“Apply the well known questions 
‘Who?’ ‘What?’ ‘When?’ ‘Why?’ 
‘Where?’ ‘How?’ against these head- 
ings,’ suggests Mr. Bingham, “and 
a surprising amount of usable ma- 
terial will be almost automatically 
developed. 

“In addition to the points listed 
a writer should give serious thought 
to bringing out the economic effect 
of industry on the social structure. 
Don’t overlook taxes. Let the people 
know how much the business pays 
to the community in taxes. Tell 
them the percentage of the total 
payrolls that the company contrib- 
utes in its immediate area.” 

This need for human interest is 
further emphasized by Whitman 
Daniels, director of public rela- 
tions, Associated Industries of New 
York State, whose magazine, “The 
Monitor,” he edits. “Keep the writ- 
ing style non-technical,” he advises, 
pointing out that “the best manner 
of development for each story is 
indicated by the special character- 
istics of the particular company.” 

Continued on page 16 
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MAGAZINE AT WORK 


JOB: Water System Sales 
SITE: Page 112, April, PHB 


This is Home Improvement Year. May is National Water 
Systems Month...and in April, PHB gives your contractor- 
customers information and inspiration they need to turn 
promotion into profits. 


Twelve pages of shirtsleeve editorial tell how to sell water 
systems and related products — dramatic illustration of 
the way PHB brings contractors facts and ideas to build 
better business. 


Month-in, month-out features like these make PHB the 
big magazine of aggressive contractor-businessmen...and 
every month, more p-h-ac contractors and the wholesalers 
who supply them read it than any other full-service 
magazine. 


PLUMBING & HEATING BUSINESS 


130 EAST 59th STREET + PLAZA 3-9177 + NEW YORK 22, N.Y. 





See The 1956 
MARKET DATA & 
DIRECTORY NUMBER 


INDUSTRIAL 








~ 
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They buy the lowest 
cost advertising you can get! 


Take full advantage of the 
effective medium your package- 
wrapped products offer. 
‘‘Personalize’’ your protective 
papers with Thilco PRINT 
DECORATING like these well 
known firms do. It costs little 
more than plain papers — 
carries your brand name identity 
to vast new audiences and has 
powerful sales impact. 


MORE SALES APPEAL — Thilco 
print DECORATING adds to 
merchandising value by provid- 
ing immediate product identity, 
better sales appearance and 
simplified inventory control. 


FUNCTIONAL PROTECTION — 
Print DECORATING can be 
applied to all Thiico protective 
wrappings and bags. These 
include papers for Waterproof 
protection, prevention of 
Moisture-Vapor transmission, 
Grease and Oil penetration, 
Specialty grades and 
Decorated Krafts. 


ADAPTABILITY — Thilco 
papers lend themselves to auto- 
matic machine wrapping, 
bundling, hand wrapping, box 
covering and bag manufacture 
— come in 19 standard base 
colors from which to choose. 


Write for 
somple kit 
of PRINT 
DECORATED 
Thilco 
popers 
today. 

















eeustonel Palau 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA ~ WISCONSIN, 


NEW YORK » CHICAGO « DETROIT » MINNEAPOLIS « CINCINNATI 
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COMPANY HISTORIES .. 


continued from p. 161 


In applying this thought to the 
job of writing, those characteristics 
can be limited to personality and 
conflict. Unless the personality of 
the company can be reflected by the 
written word, the history will be 
dull and lifeless. And stodgy stories 
don’t win readership. Until conflict 
or drama is injected, the piece will 
lack human interest. 


Problems pay off . . Actually, 
conflict is just another way of say- 
ing “problems.” And what company 
isn’t faced with them? Seek for the 
elements of conflict in competition, 
in outmoded products, 
in growth. Having found these in- 
cidents, dramatize the struggle by 
showing the event happening with 
characters and dialog. 
David Archie of “The 
confirms this suggestion when he 
“There is a great deal 
bringing to light 
problems that a company 
marketing 


in disasters, 


Iowan” 


points out, 
of interest in 
specific 
has faced—particularly 
problems. I suspect we are too often 
inclined to overlook the tremendous 
public interest in marketing.” 
Frank Prendergast, managing 
editor of “Industry,” official pub- 
lication of the Associated Industries 
of Massachusetts, sounds a warning 
against company histories that are 
dull and of little interest to any 


other readers than the people in the 
company. 

“Current activities will bring in 
the element of timeliness,” he says. 
“We like to have our writers em- 
phasize some special phase of op- 
erations that might deal with new 
policy, new products, development 
work in which they are currently 
engaged.” 

With these suggestions from pro- 
fessional editors whose job it is to 
know the type of piece that will 
appeal to their readers, we are 
ready to buckle down to our own 
writing task. 


Start “it right . . Sometimes it 
seems that the beginning or lead is 
half the battle. If we can produce 
an opening paragraph that grips 
attention, that serves as a spring- 
board that encourages us to main- 
tain that same degree of interest 
throughout. 

What constitutes a good lead? 
Let’s look for the answer by seek- 
ing leads that appeal to us. Here 
are a few picked at random—some 
good, some not so good. The leads 
themselves are not being quoted, 
because it is the idea behind them 
rather than the phrasing that is 
important at this point. 
industrial 
components arouses interest by pic- 
turing in use a consumer product 
in which his product is assembled. 
Although the consumer product is 


A manufacturer’ of 








The PIONEER Saga 
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FOR ADVERTISING 


IMPRESSION POWER THAT... 
* sparks progressive railroading. 


* gives advertisers thorough and 
penetrating coverage of ALL key 
railroad buying influences in ALL 
departments. 


has 22,513 BPA audit distribution 
to key railroad men. 


averages over 4.5 readers per copy 
—making for a multiple reader- 
ship of over 100,000 key railroad 
men. 


provides STARCH advertising 
readership reports. 


employs R. O. EASTMAN for edi- 
torial readership research. 


supplies an advertising merchan- 
dising package to salesmen of 
full-page advertisers. 


is the KEEN ADVERTISER'S 
CHOICE. More advertisers IN- 
VEST more dollars—issue-by-issue 
—in MODERN RAILROADS than 
in the weekly railroad magazine — 


and more dollars than in the § 


three other monthly railway publi- 


cations combined. 
WRITE TODAY FOR NEWLY- 


REVISED NIAA MEDIA AND 
MARKET OUTLINE 


MODERN NB P 
RAILROADS 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS 
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BEARING BALLS 
BALLS. CONES and other METALLIC SHAPES 
for BALL BURNISHING 
GRAINING BALLS + STAINLESS STEEL BALLS 


BRONZE BALLS 











History sells . . Cover of 
reprinted history pushes company 


ucts to prospects and customers. 


a well known item, the component 
is one to which the reader would 
seldom give a thought. Another 
manufacturer hits a human interest 
note with an opening reference to 
the “poor boy” venture of the 
founder. But a caster manufacturer 
couldn’t resist starting with a plug, 
“Long recognized as the leader... .” 

An interesting historical approach 
is used by a clock manufacturer 
whose founding date (1828) is em- 
phasized by mentioning a few other 
important events that occurred that 
same year. 

In another article we learn that 
a tannery was started by the de- 
scendants of a religious refugee. The 
president of another company opens 
an article with a quotation about 
current conditions. A housewife 
grasped the recession of the late 
thirties as an opportunity to intro- 
duce Pepperidge Farm bread. 


Get the facts first . . A word of 
caution may now be in order. If a 
good lead comes to mind without 
much effort, there is always the 
temptation to start writing before 
having completed detailed research 
on points such as those suggested 
by the work sheet. When that hap- 
pens, the writer finds himself part 
way through his piece and lacking 
further ideas. He is 
“written out.” 

From that point on, he is likely 
to attempt to patch out the history, 
seeking for a bit of information 


completely 


here and a bit there, piecing them 


ntinued on page 164 


CONCRETE 
IDEAS 

for 
HIGHWAY 
PROGRESS 


The methods, materials, and machines which 
can give America the highways she needs 
are potent subjects in the ACI JOURNAL. 
7700 specialists in concrete, the key to the 
road-building effort, look to the ACI JOUR- 
NAL for factual, dependable technical in- 
formation vital to their work. Your advertis- 
ing message can reach this significant 
group monthly along with the latest and 
best on concrete. Send for a copy and 
further data in NIAA brochure. 


JOURNAL 


OF THE 
AMERICAN 
CONCRETE 
INSTITUTE 


18263 W. McNichols Road 
Detroit 19, Michigan 





IT’S ALL IN 
Kuowtug 
Hou 


And, in the business of 
oilfield technical 
equipment advertising, 
success also comes from 
knowing how ... knowing 
how to reach the petroleum 
engineers who specify or 
approve the technical 
equipment necessary 

to drill, complete and 
produce oil wells. 

If your product requires 
technical approval, 
advertise it to the technical 
man... the petroleum 
engineer. JOURNAL OF 
PETROLEUM 
TECHNOLOGY is his 
professional publication 
... Written by engineers 
and read by engineers. 
Your technical advertising 
has “know how” when you 
place it in PETROLEUM 
TECHNOLOGY. 


Petroleum Engineers are 


COMPANY HISTORIES. . 
continued from p. 163 


together with little semblance of 
continuity and still less of enthusi- 
asm. That is the stage at which the 
job becomes a chore and is charac- 
terized by dull writing. 

The remedy lies in adequate re- 
search which will provide more ma- 
terial than can be used. Then the 
procedure becomes a matter of 
selection. 


How to use history . . Even more 
interesting than writing the com- 
pany history is putting it to use. 

“I was amazed,” a sales manager 
recently remarked, “at the recep- 
tion our company history received 
when sent out as a mailing piece. 
One prospect, in an out-of-the-way 
territory too far for personal calls, 
had been on our list for three years. 
He never had replied to any of our 
sales letters. But three weeks after 
our history went out, we were given 
a chance to quote and received a 
substantial order. The company 
background was evidently the final 
information needed to clinch the 
business.” 

There can be an equally satisfy- 
ing result inside the organization. 
While still a few years from their 
tenth anniversary, the executives of 
one company decided the time had 
come to have a company history 
written. 

Later, when the president held 
the completed manuscript in his 
hands, he slowly shook his head. 
There was a note of unbelief in his 
voice when he said, “It’s all there 
eight years of hope, toil, effort—all 
condensed into seven typewritten 
pages.” His words and*manner sug- 
gested a sincere tribute to a writer’s 
skill in highlighting accomplish- 
ments—a tribute that can be yours 
by doing a similar history for your 
company. 


But why wait until someone else 


from 
cement 


WG 


Civil Engineers 
specify or buy 
construction 

materials 


New construction techniques and complex 
processes have greatly extended the respon- 
sibilities of professional Civil Engineers in 
specifying the materials required to execute 
their designs. 


In a new study of 293 Civil Engineers en- 
gaged in all fields of construction, 92% 
reported that they specified or purchased 
up to 41 different types of materials. They 
also indicated preferences for materials and 
installed equipment by brand name. 


This is why it pays to sell the 39,000 pro- 
fessional Civil Engineers who each month 
spend more time reading CIVIL ENGINEER: 
ING than any other publication. 


Send for your 
copy of Survey Report #2 for details 


Engineers are educated 
to specify and buy. 


AMERICAN 


educated to specify and buy : E 
- decides to assign the job to you’ 


CIVIL © 
ENGINEERING 


The Magazine of Engineered Construction 


THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 West 39th Street, New York 18, N. Y. 


JOURNAL OF 


PETROLEUM 
TECHNOLOGY 


Published Monthly by Petroleum Branch, 
American Institute of Mining, Metallurgical 
and Petroleum Engineers, Inc. 

800 Fidelity Union Bldg. © Dallas 1, Texa: 


In this de-it-yourself era, adopt the 
company history as a “start-it- 
yourself” project. Get the material 
together, plan a method of presen- 
tation. You'll find stimulation in the 
challenge, satisfaction in the ac- 
complishment. w 
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Advertiser changes. . 


William L. Parcell . . has been named 
vice-president, Ridge Tool Co., Elyria, O., 
ition to his duties as director of 

the plumbing equipment manu- 


Chillas Parthum 


Henry S. Chillas . . former assistant ad- 
vertising manager, Whiting Corp., Harvey 
een named advertising manager. 

a director of NIAA’s 


thapter, for the last three years. 


Charles F. Parthum .. has been appointed 
advertising and sales promotion manager, 
jer Corp., Milwaukee. He was 


ith the Buchen Co. 


Vincent P. Lynch . . former district sales 
manager, A. B. Dick Co., Chicago, has 


been appointed sales training manager. 


Paul F. Rahr .. former general sales 
manager, Aluminum Specialty Co., Mani- 


Wis., has been named vice-presi- 


mes 


John E. Feldhaus . . former assistant to the 
vice-president and general manager, Win- 
tern Div., Olin-Mathieson 

New Haven, Conn., has 

to the newly established posi 


nanager of marketing research. 


D. E. Fricker . . has joined the sales staff 
of Mandel Co., Milwaukee firm of lithog- 
hotoengravers and artists. He 


yas advertising manager of Heil 


Arthur L. Foster . . has been named ad- 
vertising manager, special products divi- 
mberg-Carlson, Rochester. He has 

the company for two years. 


Albert N. Clark . . has been made adver- 
tising manager, Automatic Temperature 


Control Co., Philadelphia maker of auto- 
matic control systems. 


Charles James .. former copy director, 
Owen & Chappell, has been named sales 
promotion manager, National Transitads, 


New York. 


Charles F. Trapp .. former sales manager, 
Formsprag Co., Van Dyke, Mich., clutch 
Continued on p. 166 


| ADVERTISING SPACE 
} ON YOUR CONTAINERS 


INDEPENDENT 
SURVEY PROVES 


EVERY CONTAINER 


SHIPPED IS SEEN 
BY UP TO 
1100 PEOPLE 


If your company uses shipping containers, 
this new book is a gold mine of valuable in 
formation. “Advertising on Containers,” is 
packed with detailed information on how to 
take full advantage of shipping containers as 
a medium for highly effective low-cost ad 
vertising. It presents results of surveys and 
studies on the subject. It contains many ideas 
for preparing container advertising. Some of 
the country’s leading companies have bene 
fited greatly from Stone’s ideas on container 
advertising. You can too. 


THIS FREE BOOK 


tells you about it! 
Sond for tt rodloy/ 


Seeeeeeseeeesereeeeeeeee 
e 


STONE container corporation 
4208 W. 42ND PLACE « CHICAGO 32, ILLINOIS 

Without obligation please rush me your new FREE 
Book, “Advertising on Containers.” 


AGM sc ccccceoescces 


.++-State 


Plants and offices in most principal cities. 


SSSSSSSSSSSSSSSSCSSSESESESEEEee 
eeeeeeececeoeoeseoeoeoeeesesece 
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Advertiser changes .. 


More public 


$22,500,000 


is spent annually 


Sanitary Fill 
New York 17, N.Y. 


for chemicals to 

control corrosion of 

cooling water towers* 
what part of 


this is spent for 
your products ? 


better businesspaper advertising 
THE AssociaATEeD BuSINESS PuBLICATIONS 


building better businesspapers . . . 
Founded 1906 + 205 East 42nd St., 


method of refuse disposal and increase the number of cities 
J 
H 
2 


using this method and International-Drott equipment. 
officials and sanitary engineers accept the method, more 


cities are using International equipment and 


RESULTS: “Sales directly traceable to this advertising con- 
disposal than ever before.”’ 


SCHEDULE: Two-color pages in three business publications. 
tinue at the rate of $25 for every $1 spent. 


OBJECTIVES: To keep sales leadership in the Sanitary Fill - 


AGENCY: Leo Burnett Company, Inc. 


>; 
] 
¢ 


@ 
b> . <a 


“This information is from a report of 

a technical committee of the Na- 

in RO Ag meg ere ya er tional Association of Corrosion En- 

ae tinue, cecum date. | queen, pian s CORON. 

: ‘ sas lead This is one of ten reports by NACE 

PRESENT AOE technical committees published in 

ee ae ka CORROSION during 1955. These re- 

yr SE: ports appear in CORROSION only. 

This unique editorial material insures 
attention to your advertising. 


get the FACTS 


about the corrosion-control 


cr. os ts cds ae | COR 


t.: Leonard Smith ha 


Samatan y | amettel) Baste Mgt 
Might ot Woy ‘or Mimot Kerth Dakota 


y G. E. Dangler, 


W. G. Duryee .. 


E 
: 
= 
a 
7 


Ask for our media sheets which give you tabu- 

lated facts about where CORROSION’s readers 

are, what they do, what kind of industries they 

are in and what their influence is over pur- 

; ; chases. We give you the FACTS in easy-to- 

Gardner-Denver Co. . . Quincy, Ill., has read form in the belief you will find it easy to 

1ed William B. Knoderer sales manager make your own decision on the merits of 
seliinits i Niel Martin CORROSION if we give you the facts. 


Fishback as sales manager of the mining 
ind ntracting d @ Market materials and services designed to 
reduce the ravages of corrosion by taking ad- 
L Os  Chiehiie ee eee vantage of the interested audience in COR- 
eee <a ROSION. Paid readership at $10 and $11 a 
ist sales manager, Standard Coil Prod- year assures you of unqualified attention from 
men whose job it is to fight against corrosion 

damage. 


Emphatically horizontal—Re- 

, Sake) ee ee eee peated surveys have shown COR- 

edad Feaeatin ee ROSION’s readers to average less 

nanaising, Hudson Fulp & fFapel Tp., than 2 per address. Reach influ- 

s l ential men in a large number of 
plants at low cost. 


Park Q. Wray, Jr. . . former 


¥, a tor 
10mnai INMOLOr 


1061 M & M Building, No. 1 Main St. 
HOUSTON 2, TEXAS 


How International Harvester 
uses ads in businesspapers 


to retain sales leadership 


E. A. Channer.. 
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INDUSTRIAL 


SHOWS 





. American 


Foundrymen’s Society, 
ibit 


Castings Congress & Exh Au- 

ditorium, Atlantic City. 

Water Works Assn., 
Convention Hall & Promenade, 
Kiel- Auditorium, St. Louis. 

.- National Restaurant Convention & 
Exposition, Navy Pier, Chicago. 
.«» Welding Show, Memorial Audi- 

torium, Buffalo, N.Y. 


.- American 


.-International Home Building Ex- 

position, Coliseum, New York. 

.» Design Engineering Show, Conven- 

tion Hall, Philadelphia. 

-- National Industrial Advertisers 
Assn. Convention, Palmer House 
Chicago. 

. - National 

Agents 
torium, Cleveland. 


Purchasing 
Audi- 


Assn. of 
"Inform-A-Show,” 


- National Office Management Assn., 
All-Purpose” Business Show Con- 
vention Hall-Commercial Museum, 
Philadelphia. 
=lectronic Parts Distributors Show, 
Conrad Hilton, Chicago. 

.- International Textile Industries Ex 
position, Trade Show Bldg., New 
York. 


June 

4- 6.. National Sales Executives & Sales 
Equipment Show, Conrad Hilton, 
Chicago. 

5- 8.. Material Handling Institute, Public 
Auditorium, Cleveland. 

..Construction Industries Exposition 
& Home Show, Pan Pacific Audi- 
torium, Los Angeles. 

.. Advertising Federation of Amer- 
ica, Bellevue-Stratford, Philadel- 

phia. 
.»Confectionery Industries Exposi 
tion, Mechanics Hall-Statler Hotel, 
Boston. 
10-14.. Institute of Food Technologists, In- 
dustrial Exhibits, Jefferson Hotel, 
St. Louis. 

.. National Plumbing & Heating Ex- 
position, Civic Auditorium, Mil- 
waukee. 

11-15... National Oil Heat Exposition, Coli- 
seum, New York. 

11-15..7th National 
Coliseum, New York. 

20-22.. American Marketing Assn., Wm. 
Penn Hotel, Pittsburgh. 


23-27.. National Assn. of Display Indus- 


Plastics Exposition, 


tries, Hotel New Yorker, New 


York. 


- National Assn. of Building Owners 


& Managers, “Operating Exhibit 
of Building Equipment & Services”, 
Biltmore Hotel, Los Angeles. 


-- National Office 


Assn., Shamrock Hotel, 
Tex. 


r 


-EAC Trade Show Clinic & “SI 


for Shows,” Morrison Hotel, 


cago. 


..- 5th Western Packaging & Materials 


Handling Exposition, 


Auditorium, Los Angeles. 


} 


- National Audio-Visual Assn 


Sherman, Chicago. 


Textile Merchants & Associated In- 


September 
17-20 .. America 


17-21.. Ar 


rn 


- American 


yommercial 

Angeles. 
International Brewing 
Exposition, Amphitheatre 
Iron & 
Auditorium, 
month . 


Steel Exposition 
Cleveland. 


- National Builders Hard 


- National Stationery & Office Equip- 


ment Assn., Conrad Hilton, Chi- 








a 


co 


MARKET... 
$1'4 BILLION ANNUALLY 


225,000 new telephones are being installed 
in the United States each month. In answer 
to public demand for better telephone serv- 
ice many Independent telephone companies 
are being merged, resulting in easier financ- 
ing and the ensuing installation of much 
new and modern equipment. New develop- 
ments like “Direct Distance Dialing’ — 
"Transistorized Switchboards'’ — and 
Microwave’ are opening a vast new mar- 
ket to manufacturers. Telephone Engineer's 
Annual CATALOG-DIRECTORY of Industry 
Suppliers lists over 600 items ranging al- 
phabetically from acetylene torches, adding 
machines, and augurs through telephones, 
typewriters and wrenches used in and 
around a telephone exchange. A post card 
request will bring a complimentary copy to 
you. 


To Realize 
MAXIMUM SALES 
To the Ever-Growing 


($17 Billion at present) 
Telephone Industry — Sell- 
ing Efforts Must Be Directed 
to the Men Who Actually 
Specify and Place Buying 
Orders 


For nearly half a century 
TELEPHONE ENGINEER 
and MANAGEMENT 


(as the name implies) 


has been serving those telephone men who 
are responsible for the selection and pur- 
chase of equipment and supplies used by 
the industry which now average more than 
1/2 billion dollars annually. 

TELEPHONE ENGINEER & MANAGE- 
MENT is published on the I5th of each 
month with a paid circulation that thorough- 
ly blankets all segments of the GROWING 
telephone market—Bell Companies, Inde- 
pendent telephone companies and Tele- 
phone REA's. 

Write re: potential market for your 
products: a 1956 CATALOG-DIRECTORY, 


copies of TELEPHONE ENGINEER & 
MANAGEMENT, rate cards, etc. 


TELEPHONE ENGINEER 
Publishing Corporation 
Phone ROgers Park 4-3040 
7720 Sheridan Road 
CHICAGO 26, ILLINOIS 
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Advertiser changes . . 


* | Continued from p. 166 


manager, H. M. Harper Co., Morton Grove, 


connections that 





. maker of corrosion resistant fastenings, 


has been elected to vice-president in charge 
IN THE PROFITABLE DAIRY INDUSTRIES | “ s“'<s: 


The most complete coverage available . . . and the lowest ; former directo 
cost per thousand soretinn rates. No waste circulation. Dr. Norman A. Flannigan . . former director 
Hand picks buyers by pin-pointing separate branches in f training, Consolidated Vacuum Div., 
selective, competitive dairy markets. Individually each . % -_> A Fe Tre 

OLSEN publication is undisputed leader in the market it | nsolidated Electrodynamics Corp., Pasa- 
serves . . . effectively penetrating and influencing the jena, Cal., has been named advertising 
important buying level . E 
relations manager he divi- 


Reach your prospects regularly in the publications they read: 


THE MILK PRODUCTS JOURNAL .. . 4,128 paid circula- 
tion . . . and the ONLY monthly ABC publication serv- 
ing the industry that processes over half of the nation's | John W. Pool, Jr. former assistant 
milk into butter, cheese and other milk products. > ‘e : 
manager, chemical division sales depart- 
THE ICE CREAM REVIEW . 1,066 more paid subscribers ment. Koppers C ittsburch, has been 
. . . 56 more exclusive advertisers . . . and 130 more FN a, ar nae Liye SE 
exclusive advertising pages than the next publication named manager, sales department of the 
THE MILK DEALER . . . 136 more advertisers . . . 99 more hemical Div. 
exclusive advertisers . and 186 more exclusive adver- 
tising pages than the next publication. 
Ben Becker . . former advertising manager, 
THE DAIRY INDUSTRIES CATALOG _ . . An invaluable ae a +S. Blic 
annual statistical and buying reference used by dairy lsey Cameras, has ined ©. SUCKMaN, 
plant buyers for 28 years Inc.. Weehawken, N.J. f 


less steel, as advertising 
Write, Wire or Phone for Free Market Data Folders 
for All or Any of The Olsen Dairy Publications. 


ion manager. 


n Yer Trat 
iInagel Tape 


BRoadway 1-1135 bes! Deutsch 


named 


THE OLSEN PUBLISHING CO. <2" 


1445 N. Fifth St. Milwaukee 12, Wis. 





B. W. S. Dodge . . former supe 


in 





FRED W. SMITH 


is now 


Agency changes. . 


Fred Gross . . f 


southeastern manager for pacman ng 


Transportation Supply News 
and Jobber Product News eee 


r1ced the following appointments: 
John Burke, former vice-president and a 
Effective May |, 1956, Fred W. Smith will represent si ant  giareraidl eae MGI tk ea Tis Hee 
the two Stanley Publications in: North Carolina, South nied ‘the ciechies denartaest; ond ay 
Carolina, Georgia, Tennessee, Alabama, and Florida. R. Turnbull, George A. Bradford and Ralph 
L. Wolfe have been named vice-presidents. 


Mr. Smith resigned as Vice-President of Simmons-Boardman Publishing Company to 


set up his own publishers’ representatives operation. He was with Simmons-Boardman Downing Industrial Advertising .. Fitts: 


from 1943 to 1956 — the first three years as an editor and the last ten years in ad- hon sae ee 
vertising as vice-president. Previous to that, for seven years he was actively engaged 1 — gn 


rr 
DaI 


as an engineer for two transportation companies and an engineering firm. Mr. Smith's 
background and training ideally qualifies him to represent the two Stanley Publica- 


tions in the southeast territory. 
Mort Sinow .. who formerly operated his 


advertising agency in Los Angeles 


STANLEY PUBLICATIONS, INC. | ©: 0" 
TRANSPORTATION SUPPLY NEWS © JOBBER PRODUCTNEWS || 
431 SOUTH DEABORN STREET © CHICAGO 5, ILLINOIS | | Michard L. Henson . . former advertising 


| manager, Simplic‘ty Engineering Co., has 
Telephone: WAbash 2-0636 | been named an account executive, Thomas 
& Brewer, Dearborn, Mich. 
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a 
wooD 


and 


Wood 
Products 














UP 


| MORE TOP BUYING 
POWER COVERAGE 


FOR YOUR ADVERTISING DOLLAR 




















(J See for yourself! Ask for latest re- 
port showing these circulation gains: 


pe rt __UP 20.2% 
Effective Buying Power Coverage UP 31.3% 
Lumber, Plywood, Veneer, 
Wooden Container Mfrs. .... 
ork, Sash and Door Mfrs., 


Total Paid 


UP 50.9% 
UP 19.3% 


TL ee ORR A 8 
c. Wood Products Mfrs., 
Large Industrial Plants 
with Woodworking Shops 
Percentage 


UP 31.6% 
UP 14.39 


(November 1952 to date) 


Renewa 


TO SELL THE MAJOR PLANTS 


that account for the bulk of the produc- 
tion “across the board” in this multi-bil- 
lion industry, use the one dynamic na- 
tional magazine that’s moving up fastest 
because its “how to do it’ editorial ma- 
terial is accepted and read by more and 
more practical management and produc- 
tion men — the men who make the buy- 
ing decisions. If you don’t believe it, ask 
our advertisers! 

(0 Ask for analysis showing low cost per 


thousand of WOOD & WOOD PRODUCTS top- 
quality coverage. 


00 Ask for analysis showing how WOOD & 
WOOD PRODUCTS covers Major Producers — 


= woop 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





“not how many — but WHO”’ 





Randolph Associates . . Wellesley 
has the following new acc 

Tool & Stamping Co., Saugus 
stampings 

Natick, Mass 


apparatus. 


Killingsworth & Associates 
yeles, has been appointed 
agency for Pennzoil C 


Los Angeles. 


Gotham-Vladimir Advertising 
York, has moved to new and 
fices at 342 Madison Ave. 


Edwin G. Foreman, Jr. 
president and general 
Chicago office of Al F 
been appointed vice-pr 


Andersen-Gray, Chicago. 


Floyd M. Andrew 
ager, advertising 


M 3 & Mfg. 


> mechanical 
vision of General Mills 


in precision manulact 


Mackes & Taylor Advertising 
town, Pa., has been named t 


Samuel Wildfeir 

Marsteller, Rickard, 

New York, has been ele 
A 


dent. 


George F. Walsh Advertising Agency .. 
Vineland, N.J., will handle advertising for 


H. Emery 


Jack Gavin 
M. Hempste 


Ralph E. Worthing . . 


ana sdies promotion 


Hutchins Advertising Co... F 
Y., will handle adve 
Rochester 


theater projecti 


Needham, Louis & Brorby . . 
announced the following 
Michael W. Gradle, former pI 
ducer in the Chicago office, has been 
made head of the Hollywood office, and 
Continued on p. 170 


to effectively 


sett the HUGE 
METAL FORMING and 
FABRICATING 
industries... 

~~ Really 


use 


ONLY 


publication 
exclusively edited for and 
distributed to this market 


IF YOU SUPPLY PRODUCTS OR 
SERVICES LIKE THE FOLLOWING... 


EQUIPMENT 


Presses Shears 
Press Brakes Slitters 
Materials Handling Furnaces and 
Equipment Induction Heating 
Bending Rolls 
Cleaning and 
Finishing 
Equipment 
Transferring and 
Positioning 
Dev 


MATERIALS 


Ferrous and Lubricants 
Non-ferrous D 
Sheet and Strip 


Die Steels 


Carbides 


rawing and Forging 
Compounds 


Cleaning and 
Finishing Supplies 


Tooling Plastics 


SERVICES AND FACILITIES 


Job and Contract 
Stamping 


Dies and Tooling 
Plant Layout 


Design and Engineering 


TO MANUFACTURERS OF 
THESE TYPES OF PRODUCTS... 


Ordnance and 
Accessories 


Automobiles 
Aircraft 
Forgings 
Structural Meta 
Products 
Appliances 
Agricultural 
Machinery 


Office and Store 
Machines and 
Furniture 

Transportation 


t 


Equipment 
Containers 


. . .-YOU’RE SURE to reach the PRIMARY 
buying influences in plants manufactur- 
ing these products in. . . 

MODERN INDUSTRIAL PRESS. 


FOR MORE INFORMATION WRITE 


MODERN 
INDUSTRIAL /2ee2 


201 N. WELLS ST., CHICAGO 6 « ST 2-4121 
... A WATSON PUBLICATION 
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SSAA ED concy changes. Here’s How to 
Can tell your story tinued from p. 169 REALLY REACH 
with .; Robert Curry . . formerly with the sales and Desig al 
et slices : Se a a ce Engineers 
the O.E.M. MARKET 


Shows : J. Walter Thompson Co. .. 


® Store Windows Edward 


P, Wurtzebach, formerly with Ruthrauff & A tailor-made mailing list 
Ryan, has been named associa media that reaches 
Put FULL CoLor and lirector; Harold Farris, formerly with Sta 1 _ 284 


ACTION into your ¥ ha nea he +] r Jig r ¢ 
trast mane prespents si he media department, and Spencer Ketch- MEN BEHIND THE ORDERS 
—with this auto- < rete . 

matic slide projec- .» formerly with boze & jacops, has in 8,500 


tor—runs contin- Har lancrimont 

uously—day and ned me soateas Ranlctnceisice ai i a al 

wously day and METAL WORKING PLANTS 

sage is shown , ° 

every 6 seconds Leonard J. Cedola . . former assistant ad Design Engineers . . . Executives 

on large screen. OR BUY cmnthidieie amuen — | I I i i i 

= hebie ab oneite rt na concerned with Design . . . Purchasing 

changed slides. Agents. 

Available with enbtnaiie 

synchronized East Orange, N Is industria py writer . 

a preset ie Hand picked by men who SELL them 

tinuous poome Send for ind a int ex . components. List has consistently 
on fol i 

7 a hs ep older pulled 60% more replies than other 

visual salesman Reid, Decker & Stocki .. Newark, has purchased lists. 


® Sales Meetings 





for your 


wherever people | 

gather, or for | e¢ 1} ed nanale 1dvertising Ior ° a al 

training programs eee eee eae eee ae a Standard rates, subject to advertising 
a oe agency commission. 


a WRITE for Free explanatory folder. 
THE HARWALD COMPANY, INC. cc 


DOERR 22 2 One8 omer sonics ons oy THE METAL PRODUCTS SALES C0. | 





DAvis 8-7070 
vis 1249 Farmington Ave., 


L_ West Hartford 7, Conn. 








Weber, Geiger & Kalat.. | 


Mine Operators rely on) vers simmer ix: 


Barber & Kaer .. Jenkintown, Pa., is a 
COAL Mi | N i NG new agency formed by William J. Barber, 


Rice oo 1ct es f \dver 
ind David M. Kaer, ré 





DOG DAYS? 


Every adman knows what they are — 
the times when all the new production, 
Molesworth Associates . . New York, has pr tion, and merchandising ideas seem 
a little tired. While ADVERTISING RE- 
QUIREMENTS isn’t the panacea for alf 
advertising ills, this much is sure: there'll 
be less dog days and postively no tired 
ideas if you read AR regularly! Use the 
handy coupon below to enter your trial 
subscription today. Your monthly copy 
will be delivered to either your home or 


Coal Mining’s continuing re- ee ee eee office address, whichever your prefer. 
ports on the growing importance : s ‘ 
of mine automation have won an vidence, R. L, TRY AR — You Risk Nothing! 
eager audience of top men in 
bituminous and anthracite. They 
know that each issue contains 
valuable information on meth- 
ods, equipment and personnel. 

To reach men who buy, adver- 
tise in Coal Mining... the best read, 


most quoted coal publication. 
AA-1737 


- COAL MINING — 


575 Country Club Drive « Pittsburgh 36, Pa. 
Serving the coal industry since 1899 











Advertising Requirements 
200 E. Illinois St., Chicago 11, Ill. 


Enter my trial subscription for 1-year (12 issues) 
at $3. If I’m not 100% satisfied my money will 
be refunded. 

My Name 

Company 


] Home or 
Office ADDRESS 


City 


State 


] $3 enclosed Bill firm C) Bill me 











pecan 
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Bradford Supply Co. Bradford, Pa. 
Y., has formed a public relations division h t : 
and Robert H. Bush, former director of in p Oo o-m ura Ss 
formation, Textbook Publishers Institute, | 
has been appointed director of public : : 


relations. 


Wehner Advertising Agency .. Newark, 
has been named advertising counsel for 
Multi-Amp Corp. Newark producer of elec 


trical test instruments. 


William Pitcairn .. former manager of 
market research and advertising, Titeflex 
has been named account executive, Car- 


penter-Proctor, Newark. 


Grimm & Craigle .. Chicago, has been 
named to handle national advertising for 
the propane and gas torch line of Turner 
Brass Works, Sycamore, Ill. 

are wall Leading companies have found 
Thomson Advertising .. Peoria, Ill., has Photo-Murals to be a unique and 
been appointed by Keystone Steel & Wire decorations profitable way to put reception areas 
Co., Peor handle advertising for its to work. We manufacture photo- 
industrial sales division and community that sell murals to your order, in black and 
lations division. ms white, sepia or full color, from your 

good will! photograph or ours. 


Arndt, Preston, Chapin, Lamb & Keen .. 

Philadelphia, has been named to handle 

advertising and publicity for Allied Prod WRITE WEST-DEMPSTER Co. 
ucts Div., Hamilton Watch Co., Lancaster, W t E hibiti ae 

Pa. The division produces metals parts aters xn1p1u0n g. 


assemblies and products used in aircraft for Information GRAND RAPIDS, MICHIGAN 


ruments and electronic equipment. 





McCarty Co. . . has opened a new branch 
office at Olean, N.Y., headed by Charles 
N. Graff, former account executive in the 
New York office. They will service the 
new account of Clark Bros., division of 
Dresser Industries, which manufactures 
il field engines. Ray Schoonover, former 
promotion manager, Beiter Living, has 
been named an account executive in the 
New York office, and Irene E. Sorse, 
former traffic manager, Robert W. Orr & 
Associates, will be traffic manager in the 
New York office. The Chicago office is 
now handling advertising for Rapid Spe 
cialties Co., Chicago makers of production 


line test clips for electric devices. 


Edward C. Fritz, Jr. . . former radio and 
television director, W. E. Long Agency, 


The Journal delivers your advertising to top ranking 
officers of the Army, Navy, Air Force, Marines and 
Coast Guard, who direct or recommend defense 
purchasing. For latest data on this influential 
military coverage, call or write 


has joined Cody Advertising, Chicago, as 


vice-president. 


Dwight W. Johnson .. former assistant 
advertising manager, DeVilbiss Co., has 








joined the creative staff of Jaqua Co., roN 
ARMY NAVY AIR FORCE JOURNAL, 1711 Connecticot | ARMY: NAVY. 4, 
Grand Rapids, Mich. Ave., Washington 9, D. C., HObart 2-6477 ie? : R FOp 
Hk TRE tap ” Ma 
WEST: CHRIS DUNKLE & ASSOCIATES, 3257 W. éth ie ESS, Cc ~ 
Richardson, Thomas & Bushman .. Phil- Los Angeles, DUn 7-6149—3077 Turk Street, De or cay 
, é ; i Vv “1 : ; 
adelphia, has been named to handle ad- San Francisco, EVergreen 6-1582 
vertising for Chemstone Corp., Cleveland 
vpekesiicie oceiady MID-WEST: L. B. HAMMOND, 30 N. LoSolle, 
producer of limestone products. Chicago 2, II!., RAn 6-1843 


EAST: McCLANAHAN & CO., 295 Madi Ave., 
McCann-Erickson .. Cleveland, will han- New York 17, LExington 2-1234 rete 


Continued on page 174 
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Here Are A Few Reasons 


WHY 
CNM...... 


TOP READERSHIP 


. » In The Lower 
MISSISSIPPI VALLEY 


twelve month period, ending 
1956 Construction News Monthly 
i a total of 1,784 pictures w 

676 on-the-job action 

p.ctures of identilie 


e 
twelve month period, ending 
156 Construction News Monthly 
4 column inches of news and 


29 CC 
ec 
welve month period 
Maren, 1956 Construction News Monthly 
nd Construction News (weekly) publish« 


coiumn nenes 


ending 


For additional information phone, 
wire or write 


CONSTRUCTION 
NEWS MONTHLY 


LITTLE ROCK, ARKANSAS 








Your CATALOG 
bound in 
HARD COVERS 


prod- 


Compliments your 
ucts, adds prestige to your 
company, "way 
ahead of your competitors. 


Call CA 6-3415 


puts you 


Write Dept. IM for your FREE COPY 
of “The Challenge to your Waste- 
paper Basket" 


IBLISHERS BOOK BINDERY, INC. 


A 
V 








th 
neth V 


200 VARICK ST., NEW YORK 14, N. Y 
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GALLERY 


Growing with 
industrial marketing 
= When Hicks & Greist, New York 
agency, decided to recognize “the 
growing importance of marketing, 
research, merchandising, promotion 
and publicity in the industrial field,” 
(the words of agency president E. 
Harold Greist) it didn’t have to 
look far to find the right man to 
head its new industrial and business 
services division. 
From its own ranks it chose Ken 
Hamilton, a graduate of the Amos 


Hamilton 


Tuck School of Business Adminis- 
tration, made him a vice-president, 
and told him to go ahead. 

To his new job, Mr. 
brings agency, space sales and ma- 


Hamilton 
chine tool advertising experience. 


An original man 
for a facsimile firm 


= Paragon-Revolute Corp.’s_ sales 
now are about 20 times what they 
were in 1939. That was the year 
L. Gordon Booth joined the com- 
pany’s sales department. 

Now Mr. Booth has been elected 
president and general manager of 
the Rochester, N. Y., company, 
which makes blueprinting and al- 
lied reproduction equipment. He 
stepped up to the top spot from the 
position of vice-president in charge 
of sales. 

While he was sales vice-president, 
Mr. Booth changed the company’s 
distribution methods from dealer to 


direct sales. The direct sales meth- 
od worked so well that last year 
Paragon-Revolute set up its own 


Booth 


Canadian subsidiary to sell and 
service the company’s products in 
Canada. (Mr. Booth also is the presi- 
dent of Paragon-Revolute, Canada.) 

Mr. Booth, 45, is a member of the 
Rochester Sales Executives Club, 
Rochester Industrial Advertisers 
and the Rochester Chamber of 
Commerce. 

He and his wife, Dorothy, have 
a 12-year-old daughter, Jacqueline, 
and a 10-year-old son, Gordon, His 
hobbies are fishing, home “do-it- 
stereo 


yourself” projects and 


photography. 


42 years solving 
advertising problems 


= Harry Thorn was 17 when he got 
his first advertising job—as an as- 
sistant in the advertising depart- 
ment of Willsson Products in his 
home town, Reading, Pa. 


er 





SELL YOUR 
PRODUCTS TO 


CONTRACTORS 


in OREGON, 

) southern WASHINGTON, 

northern CALIFORNIA 

yand IDAHO through the 
PORTLAND, OREGON 


\DAILY JOURNAL 
of COMMERCE 


Use the Portland Daily Journal of 
Commerce to sell your potential 
customers. Contractors study this 
business paper every working day 
to find the vital news they need. 
Send for a sample copy — see 
why this 100% business paper is 
so valuable to your prospects and 
you. 


*$ 


al 


ay Bia 


Daily Texxeal-e£Commerce 
711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 








CREATE DRAMATIC 
LAYOUTS 
RENDER DIFFICULT ART, 


SAVE VALUABLE TIME 
with the 


ArtOGraph 


Art production costs 
drop, output goes up, 
with an Art-O- 
Graph. Render il- 
lustration; visualize 
layouts; “drop in" 
keyline elements; 
capture  perspec- 
tives; match letter- 
ing! insure accura- 
cy; fast scaling; 
eliminate stats. No 
tracings! 

10 Days FREE 


TRIAL—no obli- 
gation, 


Write for 
folder! 


Takes up no floor 
space uses over- 
head “dead” space 


DIVISION OF 


INC. 


ArtO-Graph 


- ENGEL, 
728 Wash. S. E., Minneapolis 14, Minn. 


Now, at 59, he was retired after 
20 years in Batten, Barton, Durstine 
& Osborn’s Minneapolis office, where 
he has been account executive, 
media director and—for the last 10 
years—production department man- 
ager. 

He says he liked production best 
because it goes “right to the solution 
of the advertising problem.” 

Before joining BBDO, Mr. Thorn 
was advertising manager of Wood 
Conversion Co.; Insulation Div., 
Chicago Mill & Lumber Co.; Insu- 
lite Co., a division of Minnesota & 
Ontario Paper Co., and B. L. Bruce 
Co. 

Now he’ll devote his time to golf- 
ing, traveling, photography—and his 
three grandchildren. 


Correspondence course 
leads to success 


#® Back in 1913, Ernest T. Giles 
took a correspondence course in ad- 
vertising and got an advertising job 
with a Cleveland construction com- 
pany. 

He soon moved on to Fuller & 
Smith & Ross and by 1925 was senior 
account executive. Then he became 
a vice-president of Ketchum, Mac- 
Leod & Grove, Pittsburgh. There he 


Giles 


has remained except for three years 
as sales vice-president of Natco 
Corp. 

Mr. Giles was the first Pittsburgh 
agency man to join the NIAA and 
was president of the local chapter 
for a year. Now he’s retired with 
42 years of advertising behind him 
and a relaxing future ahead. o 


SELL CANADA'S 
$4 BILLION O.E.M. 
THROUGH’ 


A $4 billion great-growth mar- 
ket served only by this one 
technical business publication. 
DESIGN ENGINEERING’s 
6,200 personalized circulation 
reaches the very core of indus- 
trial growth. 

An established buying place 
—a vital source of information 
for all engineers who specify 
components and materials for 
original equipment. 

NIAA Market and Media 
file sent on request. 


Design Engineering 
A MACLEAN-HUNTER PUBLICATION 


481. University Ave., Toronto, Ont 


CHICAGO LOS ANGELES 
LONDON, ENG 


NEW YORK 
SAN FRANCISCO 


BACON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 


Two new books to help you 
handle publicity more 
effectively 


BACON'S 1956 PUBLICITY CHECKER 


Coded by editors. Shows publicity 
used in 3,240 business, farm and 
consumer magazines in 99 market 
groups. Invaluable for making re- 
lease lists — assures sending each 
editor material desired. Spiral 
bound fabricoid, 6%” x 9/2" — 

256 pages. $15.00. Sent on approval. 


BACON'S ALL-NEW PUBLICITY HANDBOOK 


How to plan publicity using 14 basic 
— Help on release lists, writing, 
Photos, budgeting and checking 
results. 37 illustrations, 6 case 
studies. 5/4” x 84%4"— 128 pages. 
$2.00—Sent on approval. 


BACON’S CLIPPING BUREAU 
343 $. Dearborn St., Chicago 4, Illinois 











What's Your Copy Score? 


Now you can have the advantage of 
Starch Readership Reports on your ad- 
Machine and Tool BLUE 


business 


vertising in 
BOOK, the only pocket-size 
publication selected by Daniel Starch 
and Staff for their authoritative reader- 
ship studies. This provides you with the 
facilities of a copy testing laboratory to 
help you arrive at the most productive 
copy appeals for selling your products 
to plant superintendents, works man- 
agers, master mechanics and chief en- 


gineers in the metalworking industries. 


Your BLUE BOOK representative will 
gladly give you more detailed informa- 
tion. Write us for name and address of 
our representative nearest you. 


Copies Every Month 


Machine and Tool BLUE BOOK 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 


National Representative 


Wm. C. 6 Pp p & Associates 


1475 Broadway, New York 36, N. Y 
35 East Wacker Drive, Chicago 1}, Ill 





Agency changes . 


David R. Brand . . formerly 


Fingulin & Reese . . 


Leo Burnett Co. 
Robert C. Clark, former t 
Wasey & C has 


buyer and Jerome M. Cowle, former 


W. Hudson, former 
been made a 1 
Fred P. Donati . . for: 


Advertising 
Aaverusing 


Koppers Co. . . Pittsburgh 10unced 

the following agency appointments: Mar- 

steller, Rickard, Gebhardt & Reed, Pitts 
rgh, to handle advertising and prom 


the Tar Products Div. and Smith, 


Taylor & Jenkins, Pittsburgh, to cover the 


Media changes. . 


Charles H. Wick . . forme: 


John F. Goldsmith . . { 


nagen 


Arthur J. Kelly . . forn 


Preferred by 


Progressive 


Engineers in 


Canadian 


INDUSTRIES 
UTILITIES 
INSTITUTIONS 


Proof of 
Reader Action? ~ & 


Write for 
details today. 


mete > Sates Pee Sept { 
am Ww 


CANADA’S 
NATIONAL POWER MAGAZINE 
Established 1908 
A MACLEAN-HUNTER PUBLICATION 


MODERN POWER 


AND ENGINEERING 


481 University Ave Toronto, O 


Ont 
CHICAGO LOS ANGELES 


NEW YORK 
LONDON, ENG. 


SAN FRANCISCO 








CIRCULATION 
INCREASING 


Average total paid circulation, 6 
months ending December 31, 
1955: 


7,111 


Total subscriptions, April, 1956, 
issue, subject to ABC audit. Does 


not include single issue sales: 


7 A438 


Milk Plant 
Monthly 


912 Baltimore Ave., 


Kansas City 5, Mo. 











Reprint of editorial features 
are offered here as a special 
service to IM readers. Please 
e sf 

send number and name of 

I eC ! ] ! ) SS article with exact amount in 
coins, stamps or check to: The 

Editor, Industrial Marketing, 200 


St., Chicago 


@ Send for available 


E. Illinois 


of Industrial Marketing 


Sorry, we can't handle credit 
orders under $1. We'll be happy 


feature articles Pal bill you for larger sums 


aig? te produce an apa — e manual at/ \. / 
by Herbert C. Rosenthal, March, 1956. 25¢ | > “Nn 7 A 7, NEN 





— a‘ 
a’ wy “ (\ 
tow to use (and how not to use) readership studies be ANTS 
J. Wesley Rosberg, March, 1956. 25c 


/ 
How to evaluate editorial content of business papers e 
y Merle Kingman, March, 1956. 25c 


Employe, customer relations get lift 
February, 1956. 10c 


Here’s what is happening to paper advertising | go hard to 
By Angelo R. Venezian, Fadler mor 1955. 50c 


19 56. - boom me for industry. Advertiser's forecast. 


January, 1956 t 
How would 3 meet an industrial advertising agency? u e 
December, 19 Se a. 


Catalogs . . how to distribute them for. a results 
by Matthew A Pavitt, December, 





Research . - what can it do for industrial advertising? Mama-bird always manages 
Duvall, December, 1985. 10c to get her worm—but are 


SIC and inanjoiee . . how to combine them to find new markets YOU pulling your share of 
October, 1955. 10¢ the business in YOUR 
The Air Rotpeten. glory . . an IM case study | MARKETS? 


December 
If not, could the answer be a 
= Someeiee a . an IM case study lack of sales-getting 


ctober, 19 
DISPLAYS? 
Three sins of business paper selling 
by Richard C. Christian, October, 1955. 25 We can help you! Our displays 


Le Roi finds the farm is an industrial market really MERCHANDISE your 
by Glenn W. Graf, October, 1955. 10c product. We have the idea- 
Your industry inventory can lead to 7 markets experts and construction 

by Nathaniel R. Kidder, August, 1955. 25 know-how to do the job from 


Film fantasy fights obsolete machinery start to finish... 
August, 1955. 10c 





Distributor urges suppliers to use more Pa me ads 

Problems in ieavetiet Mar rketing, August, 1955. 10c * research and 
The story of Link-Belt Company and its marketing operations sales analysis 
July, 1955. 5c e design 


Don’t snub small aa or ta + » they're bigger than you think e fabrication 


Copy Chasers, June, 1955. 25 . 
Put coupon at - of ad, inquiries boom at International . shipment . 
by Paul R. Busey, May, 1955. 10c e market testing 


How SIC can give vou the cost per plant of reaching markets 
by Nathaniel R. Ki dder, May, 1955. 35c 


Centrally situated, we expedite 
shipping to every section 
of the country. 


LEARN HOW YOU, TOO CAN 
How SIC can match media with conan markets . . fast } PULL MORE SALES! 


by Kenneth L. Walters, February 
What do you — most to be an ag * goa manager? Write today for 


by Robert G November, 1954 | informative literature 
Unusual shape « of tmasines paper ad attracts notice to Buchanan } that shows the way! 
N 954. 10c " 


Vovember 


How to know today how much you will sell tomorrow 
by Robert E. Randel, January, 1955. 35 





Row to ~ distributors excited oy 7 product 
_ Morris B. Rotman, February, | 


A portfolio of ripe a -winning industrial advertising campaigns 
Se ptember 954 


Which ad attracted more readers? | 
A selection of Starch scored ads from Industrial Marketing's monthly feature ¢ i Ss | & ay 


Sales promotion ideas 
A selection from Industrial Marketing's monthly 


How to know when to use manufacturers’ agents S at | (Ss Ss 
y Thomas A. Staudt, Oct., 19572 


by Cc 


A guide to Dette nee 
by member 1e Indu 1 Publicity Association 


om to measure results of industrial nay 


1635 GEST STREET 
ee ee CINCINNATI 4, OHIO 


! 1956 /178 





Look ahead! 
Then put this 
DOUBLE-BARRELED 


sales plan to work 


"marketing 


Read all about it in 
S.D. WARREN COMPANY'S 
May message. See The 
Saturday Evening Post All of these marketing helps are 
for May 12, Business Week available free. To get them, just 
for May 12 and U. S. News . i 
& World Report for May 11. circle the numbers of the items you 
want on the reply card on the yellow 
insert and drop the card in the mail. 
Industrial Marketing will pass your 
requests on to the publisher or sup- 
plier who offers the material. 


§01/Circle on Readers’ 

Thought stievaletors 

for sales executives 
Want to turn your ‘worry 

and catalog pagers int 

salesmen? Cappel 

ton, O., suggests 

informative | 

which tells how 

help a company 

sales incentive pr 


chandise prizes t 


Circle on Readers’ Servi 
Need an automatic idea, 
product demonstrator? 
A new device in product demonstration 


has been developed. It's 


Business - 


v 
1 Good Printe e 


Ally 


Your 


gette 


3 at Educator . " 
_— The Great . 4 : Lee \ Yircle on Readers’ Serv 


How to increase sales 
through directory advertisi me 


A 12-page |} kiet preparea 


prin 


jepartment of 


~ sanamte 
RS po ovet 
proves | 

prea 2 ie ne - tm 


Vie: 


Industrial Marketing 








marketing 














504/Circle on Readers’ Service Card 
Data listed on nine 
types of industrial textiles 

A 15page report, resulting from a sur- 
vey conducted by Materials & Methods, 
New York, is available to manufacturers 
of industrial fibers, fabrics and fibrous ma- 
terials. Based on information obtained 
from 354 plants throughout the United 
States, the report lists hundreds of indus- 
trial and consumer hard goods products 
using nine different types of industrial 
textile materials. 

A table is included showing the kind 
of information that is needed by engineers 
and designers who select and specify fi- 
brous materials for use in product design 
and manufacture. 


505/Circle on Readers’ Service Card 
How to build a mailing 
list for industrial advertising 

A 30-page booklet entitled “How to 
Build a Mailing List’ has been prepared 
by the advertising promotion department 
of Fortune, New York. Outlining a meth- 
od for compiling and maintaining such a 
list, the booklet also discusses mailing 
procedures, dealings with the post office, 
the use of directories, list renting, direct 
mail testing, etc. 


506/Circle on Readers’ Service Card 
What power engineers 
are planning to buy 

Results of a questionnaire on future buy- 
ing plans of power engineers are sum- 
marized in a two-color eight-page booklet 
issued by National Engineer, Chicago. 
Job titles and type of employment of the 
respondents, plus comment by the readers 
about expenditure plans for maintenance, 
remodeling and construction, are included. 


§07/Circle on Readers’ Service Card 
File folder holds data 
on publisher's services 

A standard size file folder, 'McGraw- 
Hill at Your Service,” contains six bro- 
chures discussing specific marketing and 


© Send for these free selling tools 


advertising aids offered to business publi- 
cation advertisers by McGraw-Hill Publish- 
ing Co., New York. 

The brochures are titled “Selecting and 
evaluating business publications,” “Mar- 


keting the product,” 
“Business 


“Business trends," 
publication advertising as a 
sales tool,” “Business publication advertis- 
ing techniques” and “Merchandising your 
business publication advertising.” 


$08/Circle on Readers’ Service Card 
Detailed analysis 
of ‘Starched’ advertisements 
Purchasing, New York, has issued a 14- 
page booklet reproducing ads that have 
appeared in the magazine and that have 
scored high Starch readership ratings. The 
booklet concludes with an analysis of the 


Readers’ Service Dept. 


5605 


send me the following 
research and media data 


501 502 503 504 
505 506 507 508 


Please 








We k= 


COMPANY 





factors that make for high “noted” ratings, 
as indicated by the examples in the bro- 
chure. 


509/Circle on Readers’ Service Card 
The power engineering 
market in Canada 

A four-page folder, showing how Can- 
ada’s electric power demands double 
every ten years and how capital goeds 
demands expand correspondingly, is avatil- 
able from Modern Power & Engineering, 
Toronto. 


§10/Circle on Readers’ Service Card 
Who needs modern heating 
more than the farmer? 
A summary of studies regarding the 
market for heating equipment among farm 
Continued on next page 


* Please print or type information below 
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PRODUCTS SOLD 





513 514 515 516 





517 518 519 

















age 

Will Be Paid 
by 

Addressee 






ADDRESS 





City & ZONE 


*Note inquiries for items listed not 
serviced beyond Aug. 15, 1956 











BUSINESS REPLY CARD 
First Class Permit No. 95. See. 34.9 P. L. & R. Chicago, Ill. 











Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Il. 











MARKETING AIDS. . 
continued from previous page 


families is available from Capper Publi- 
cations, Topeka, Kan. Bar charts show 
trend toward purchases of gas, warm air, 
LP-gas, and oil furnaces and installations 
as well as of thermostats and insulation. 


511/Circle on Readers’ Service Card 
Linotype issues new 
Gothic specimen book 

A new type specimen book showing 
two new series of Gothics in four weights 
(Nos. 17 with 19 and 18 with 20), has been 
prepared by Merganthaler Linotype Co., 
Brooklyn, N.Y. The Gothic faces are use- 
ful in a wide variety of promotional print- 
ing, especially where space economy is 
essential, according to the company. 


512/Circle on Readers’ Service Card 
Directory lists dealers 
in audio-visual field 

Information on the specific services of- 
fered by more than 400 audio-visual deal- 
ers has been published by the National 
Audio-Visual Association, Evanston, Ill. 
The 24-page directory lists NAVA dealers 


geographically, with code numbers shx 


ing the kind of services each offers. 


§13/Circle on Readers’ Service 
Who buys finishes in 
Canada... and why 

The $100 million finishing 
market in Canada is the subject of a sur- 
vey presented by Canadian Paint & Var- 
Toronto. It presents re- 
to questions about 


industries 


nish Magazine, 
spondents’ 
publications read, influences on the pur- 
chase of equipment and materials in fin- 
ishing departments, products used, sales- 


answers 


men‘s calls, salesmen’s understanding of 


technical problems, etc. 


§14/Circle on Readers’ Service Card 
Market and media file 
for manufacturing industries 
Industrial Maintenance & Plant Opera- 
tion, Philadelphia, has issued a market 
and media file, in accordance with stand- 
ards recommended by NIAA. Included are 
statistics for the manufacturing industries 
on expenditures for plant operating equip 
ment, breakdown by industrial classifica- 
tion of 42,000 plants in the manufacturing 
field and a discussion of the occupational 
functions of the magazine’s readers. 





BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & B. Chicago, Il. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 


Readers’ Service Dept. 


5605 


Please send me the 


® Pleose print or type information below 





following 


research and media data 


501 





502 503 504 





505 





COMPANY 


506 507 508 


§18/Circle on Readers’ Service Card 
How to help salesmen 
keep track of prospects 

A folder issued by G. O. Fossler & As- 
sociates, Chicago, that com- 
pany’s ‘Pocket-File” in which a salesman 
can keep up to 300 prospect and custo 
mer records with him at all times. The 
Pocket-File is a pocket-size loose leaf note- 
book in which specially-designed customer 
cards are arranged so that each name is 
instantly visible. 


describes 


516/Circle on Readers’ Service Card 
Buying practices in the 
packaging field 

Packaging Parade, Chicago, has issued 
a booklet outlining such things as market 
buying practices and selling 
methods in the packaging field and dis- 
cussing the magazine’s coverage of that 
industry. A handy pocket, on the inside 
back cover, is provided for filing of addi- 
tional data to be sent out by the publica- 
tion from time to time. 


patterns, 


§17/Circle on Readers’ Service Card 
Fourth annual survey 
of ice cream trends 

A continued trend toward food store 
distribution of ice cream is noted in the 
recently issued annual survey of the mar 
ket by Ice Cream Field, New York. The 
study shows breakdown of 1955 sales by 
size of packs and kinds of outlets, and 
discusses advertising budgets in the field, 
capital by manufac 
turers and other pertinent market data. 


investment trends 


§18/Circle on Readers’ Service Card 
Booklet talks about 
transparent packaging 

An eight-page booklet from Plastic Arti- 
sans, Port Chester, N. Y., gives detailed 
information on the custom-designed and 
standard packaging and promotional spe- 
cialties produced by the company. Sec- 
tions are devoted to design and produc- 
tion facilities, costs and types of packag- 
both and 


ing available, transparent 


opaque. 


$19/Circle on Readers’ Service Card 
Miniatures shown 
as sales samples 

A 12-page catalog offered by Topping 
Models, Akron, O., shows miniatures pro- 
duced by the company for sales purposes. 
Included are illustratfons of more than 50 
sample models of such products as air- 
planes, helicopters, guided missiles, trucks, 
tractors, conveyors, lift trucks, etc. 
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514 


ADDRESS 











518 City & ZONE 


®Note inquiries for items listed not 
serviced beyond Aug. 15, 1966 








ircula- 


ition Circu 


tion—20,500 industrial, plus 1,500 non-industrial. Due to its 


wide usage MacRae’s provides the 
sale. Write for “fact folder” 


In 1957 MacRae’s will have the largest single ed 
Directory advertising. 


FOR THE INDUSTRIAL ADVERTISER 


t 
i | 


\ 


1 
| 
% 


sh 


ladire | 


MacRAE’S 


BLUE BOOK 


inquiry that results in the 
on how to get the best buy in 


THE DIRECTORY OF 
AMERICAN INDUSTRY 


MacRAE’S BLUE BOOK 


18 EAST HURON STREET 


CHICAGO 11, ILLINOIS 


Media changes. . 


17 


continued from p. 174 
Philip J. Seavey . . has been appointed 


advertising manager, Powell Magazines 
New York, and will serve as advertising 
manager for both Modern Sanitation and 
& Varnish 


was a 


Paint Production. He 


Space representative 
publications. 

Chicago-Midwest Metalworker . Yak 
Park, Ill., has changed its name Mid- 
with the 


been increasea 


west Manufacturing, effectiv 
April issue. Circulation has 
15,000 


“overage in Kentucky, Missouri, lowa and 


to over providing additional area 


Minnesota, and additional types of indus 


trial coverage have been added to include 
such fi 


and chemical production. 


lds as plastics, food and beverage 


John J. Dunn . . has been named prom 
tion manager, Mill & Factory, New York 
He formerly served in a similar 


with 


apacity 
Department Store Economist. 

Richard W. Engnath . . former assistant 
CBS-( 


advertising, has 


aavertising manager, 2olumbia 
charge of cooperative 
been named assistant promotion manager 


Electrical Merchandising, New York. 


Hayden Publishing Co. . . New York, has 
following appointments: 
N.Y, 


New England 


announced the 
Lawrence Conover from representa 
Electronic Design, tc 
district manager, and Bryce Gray, from 


Ant 
Mate 


tive, 


director of sales promotion, Modern 


rials Handling, to Pennsylvania district 


manager, Electronic Design. 


Electronics Digest . . Chicago, has changed 


its format from pocket size to tabloid news 
circulation will be in 


50,000 copies per 


paper size, and 


creased from 15,000 to 


month. 


Kenneth A. Syfrit . 
Chilton 
cago area, will now also represent Chil- 
World in the 


representative tor 
Co.'s Distribution Age in the Chi 
same terri 


ton's Hardware 


tory. 


Rogers Publishing Co. . 


following to its 


. Englewood 
has added the national 
sales staff: Casey McKibben, formerly with 
the San Francisco Call-Bulletin to the Wis 
consin-Minnesota territory; Robert Coburn, 
formerly with the Music Corp. of America 
to lower New England area; Robert Wyn- 
koop to eastern Ohio and western Penn 
sylvania, and Richard Hall to the Chicag: 
St. Louis area. Milton S. Kiver, electronics 
consultant and formerly supervisor of tech 
American Television 
editor of 


Design News, a new Rogers publication t 


nical publications, 


has been appointed Electrical 


appear in May. 


THE TEXTILE 


INDUSTRY 


All industries are growing in Latin- 
America but none so fast as the long 
established textile industry. A rapidly 
expanding native population plus the 
pressures of an enormous adult immi- 
gration have created a demand for cloth- 
ing, household linen and other textile 
products that is forcing fantastic growth 
on the textile mills. Their purchases in 
the United States for textile machinery 
alone have exceeded 30 million dollars 
annually for many years. Besides that 
they buy motors, compressors, water 
and air conditioning equipment, dye- 
stuffs and chemicals in impressive quan- 
tities. 

There are several ways to approach this 
market but none offers quicker recogni- 
tion of your trade mark nor readier ac- 
ceptance of your products than the mag- 
azine which, itself, has had the accept- 
ance of the market’s most important 
buyers for many years. 

As a guide to buying in the United 


States, most mills consult 
a technical magazine for manufacturers 
that helps you tell your story in the buy- 


ers’ language. 


570 7th Ave. NEW YORK 18 


LAckawanna 4-5563 


PANAMERICAN PUBLISHING CO., INC. 
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R E REMEMBERS THE 


® Everybody’s talking about the sky- 
rocketing radio-electronic industry 
... With its fabulous factories and 
wondrous new products. 


But .. 


“Factories” can’t design a new electronic computer. “Prod- 
ucts” just don’t happen all by themselves. 


It takes engineers . . . thinking men . . . to make possible 
such things as hi-fi music . . . full-color TV . . . automation. 
Men are the key to the amazing growth of the radio- 
electronic industry. And these are the men IRE remembers 
... and does something about. 


“Proceedings of the IRE’ Comes First 


The Institute of Radio Engineers is an organization of 
40,000 radio-electronic engineers. “Proceedings of the 
IRE” is completely devoted to these men and their accom- 
plishments. It is the one engineering journal in the radio- 


electronic industry exclusively edited to them and for them, Circulation: 40.516 {p> 


FM, TV, radar, the computer, color TV, the transistor, 

scatter propagation, solid state electronics... all these and 

many more developments were first presented and developed article by article for their benefit 
in history-making issues of “Proceedings of the IRE.” 


“IRE Directory” Is Industry's Telephone Book 


As the only “index of the industry,” the “IRE Directory” 
lists all of these radio-electronic engineers and places at 
their fingertips the product data of more than 500 firms 
as well as the names, addresses and telephone numbers of 
more than 4000 manufacturers. 


Radio Engineering Show —W orld’s Largest 


And IRE gives radio-electronic engineers their day at the 
IRE National Convention and Radio Engineering Show. 
Six world-famous awards and 75 Fellowships will be 
granted this year in recognition of personal engineering 
achievements. And 704 exhibitors will present the prod- 
ucts of their engineers in over 4 acres of display at this 
fabulous show. 





IRE remembers the man! Is it any won- Proceedings of the IRE 


der then that the men remember IRE? 

That’s why you profit when, in selling the radio- IRE Directory 
electronic industry, you tell the radio-engineers. You 
tell and sell 40,000 of them in the pages of 
“Proceedings of the IRE” and the “IRE Directory.” 1475 Broadway, New York 36, N. Y. 


The Institute of Radio Engineers 
Advertising Department 
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copy chasers 


Reader surveys? Fine 
-- when not misused 


At best they confirm the basic truths of good 


advertising . . don’t expect too much more 


= It’s a mortal sin in the religion 
of research for the researcher to ex- 
pect, hope or finagle research to 
prove a point of view. 

It’s difficult enough for the pro- 
fessional researcher to maintain his 
objectivity, for once you start to 
analyze and then to interpret, you 
are tempted to become an authority 
and to cherish your opinions. 





JENKINS PRACTICAL PIPING LAYOUTS 





Hew te plan piping connections tor o < 
GRAVITY-FEED MULTIPLE-STORY BREWERY 


JENKINS | 








But when somebody from the 
creative side of advertising dabbles 
in research, it’s worse. He wants the 
research to agree with his convic- 
tions; if it doesn’t, it’s the findings 
that are wrong, not the man. 

Yet research — particularly of the 
type that investigates attitudes and 
recollections and still has to use sta- 
tistics in its reportings —- sometimes 


THE SNAKE TAPE IDEA... 


i" 


‘A trend that oul see grow in ‘$6 — vermforerd 


seals cartons stronger in 4 the time 


CAy~ 


I< 


as inserted 





RA 


flies in the face of common sense. 
When that happens, something is 
suspect: either the research or some 
error in formulating what passes for 
common sense. 

In the attack upon research which 
the Copy Chasers are now about to 
undertake, we have on the side of 
(our 


our convictions common 


sense) a number of authorities 


whom we in common with most 
advertising practitioners happen 
to admire: such as Mark Wiseman, 
Roy Eastman, Claude Robinson, 
David Ogilvie, Richard Manville, 
Harold Rudolph, James Young, 
John Caples, James D. Woolf, and 
others of unassailable reputation 
who have been kind enough to re- 
veal to the rest of us what they have 
learned about what makes for suc- 
cessful advertising. 

No need here to go into detail 
about what they have revealed, but 


Yontinued on ¢ 





COLORS 
that roll on dry! 








LAME MARKING COLORS 


PLASTIC TAPE 


300 Pressure Sensitive Tapes 








utstanding? (see p. 182) 


visual magnetism (see p. 182 
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data in 


the Refinery Catalog 


TO MAKE SURE: 


refinery buyers 
PP eg 


refinery buyers 
es i cell lye 


refinery buyers 
give preferred 
ee ee 






































GULF PUBLISHING COMPANY 


Specialized Petroleum Publications 


@ Houston (19), 3301 Buffalo Drive, JAckson 9-4301 

@ New York (17), 250 Park Avenue, YUkon 6-6558 

@ Chicago (4), 332 S. Michigan Avenue, WAbash 2-9330 

@ Cleveland (15), 1010 Euclid Avenue, MAin 1-3295 

@ Tulsa (3), Hunt Building, Diamond 3-1844 

@ Dallas (1), 518 Santa Fe Building, PRospect 7344 

@ Los Angeles, W. W. Wilson Building, Huntington Park, LUdlow 7-1219 
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Three big essentials of good catalog- 
ing are distribution of your catalog to 
the largest number of customers and 
prospects at an economical cost... 
keeping your catalog always ready for 
easy reference ... and presenting your 
sales information in such a manner that _ 
customers give it preferred usage. 

The REFINERY CATALOG gives you all 
three. Your catalog in the REFINERY CAT- 
ALOG will be distributed to 8,500 key buying 
power men in the refining-natural gasoline- 
petrochemical industry at a very nominal 
cost. 

Continuing surveys prove that cata- 
logs in the REFINERY CATALOG are kept 
and frequently used. And the vast 
majority of buyers state preference for 
the REFINERY CATALOG filing method 
over individually distributed catalogs. 

Give your catalog 98% buying power 
coverage in the REFINERY CATALOG, 
with 22 years of acceptance and pre- 
ferred usage in the industry. 


Write for latest Free Fact Book on 
Cataloging to the Refining Industry. 
Also new booklet on Writing Industrial 
Catalog Copy. 





COPY CHASERS.. 


continued from p. 179 


the highlights would probably in- 
clude: 

>» Appeal to self-interest. 

> Offer reward for reading. 

> Show benefits rather than fea- 
tures. 

> Nothing beats news. 

> High interest value of editorial 
format. 

> Importance of orderliness in lay- 
out. 

> Action situation better than static. 
> It’s risky to attempt to be clever. 
> Single additional color doesn’t 
pay. 

> Make one element dominate. 

> Use buyer’s language, not seller’s. 
> Be informative; be specific; don’t 
brag; be relevant. 

» Avoid “addy” devices. 

> Use headline to select audience. 
> Keep paragraphs and _ sentences 
short. 

> Keep retouching to a minimum. 
> Don’t set text over tint. 

> Don’t set text in sans serif. 

And so on. Perhaps not every one 
of the parties named above would 
subscribe to all these criteria, but 
we think they represent a fair con- 
sensus. 


Measures the fine points . . 
Having at hand such expert guid- 


ance (already well documented), 


there wouldn’t be much need for ad 
readership studies, such as Starch, 
except to measure the shadings in 
the effects of slight differences in 
technique within established bound- 
aries, new (and _ not 
measured) approaches, and 
ations in the responses of different 
classes of audience. (Even then, it 
might just happen that current re- 
search is not precise enough to 
measure such shadings.) 


previously 
vari- 


More useful are such readership 
studies when they serve to confirm 
what the advertising experts postu- 
late, for the benefit of (1) novices 
who formulate their own concepts 
before they've had enough experi- 
ence, and (2) advertiser manage- 
ments who suspect advertising men 
of either charlatanism or caprice 
and have their own firmly-rooted 
whims. 

So readership studies have their 
value in the trade — provided that 
they do indeed demonstrate the 
basic truths. 

Do they? 

We wonder — and here are some 
of the things that cause us to won- 
der. The following examples are 
from the December, 1955, issue of 
Factory, which was Starched. 

It’s not often that copy in a 
spread will get a high cost ratio 
score. But Weatherhead Co. got a 
133 “Read Most” (ranking 36th 
among 135 ads) with rather long, 


catalog-type copy set tight on a 
yellow background. There is no 
dominant illustration, no functional 
arrangement of elements. 

What makes this 
even more puzzling is the fact that 
those pages are 3 and 4 of a four- 
page section by Weatherhead and 


performance 


the first spread — also on yellow, 
but with less and larger-sized copy 
and a more interesting message in 
display type — scored poorly. 

We think this Baker-Raulang 
ad is fine from the standpoint of 
both copy and layout. 

Illustration is a rather spectacular 
perspective view of four long cylin- 
drical objects carried precariously 
(it appears) on a fork truck. Head- 
line is good: “Traveloader revolu- 
tionizes long load handling”. A total 
of 21% 
more than half the copy, a “Read 
Most” cost ratio of 28. We can’t 


figure it. 


noted, but only 1% read 


Too much brag. . Elwell-Parker’s 
ad is a real mess. It includes nine- 
teen small cut-outs of fork trucks 
distributed around the outside of 
the page. Main 
larger truck held in a pen-and-ink 


illustration is a 
drawing of a hand. Headline is, 
“Giant with 19 Hands.” Copy is all 
brag: 





WEATHERHEAD DISTRIBUTORS 


Your reliable source for ‘“RIGHT-NOW”’ 
Hose Assembly Service 


LEADS THE WAY 





WEATHERHEAD... your only complete ‘‘single- 
source” Hydraulic Hose and Fitting Line 
.-- FIRST IM COMPONENTS FOR HYDRAULIC SYSTEMS 


a 


THE WEATHERHEAD CO. FORT WAYNE DIVISION | 
OfFT. G12, 128 WEST WASHINGTON ' 
FORT WAYNE. INDIANA 














Weatherhead . . no dominant illustration nor functional arrangement 


Elwell-Parker . . uninformative 
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10 men. And giants’ hands could 
than the 


truck with attachments illustrce 


more dextrous ingeni 
are a product of Elwell-Parker’s 
experience, gained while solvi 

unusual handling problems. Truly 

Parkers can be made to do almost any- 


thing but think — our engineers do that! 


Percentage scores of this almost 
completely uninformative ad: 29% 
Noted, 12% Read Most, earning cost 
ratios of 254-321, ranking 3rd and 
4th, respectively. 

A spread that gives a number of 
examples (illustrated) of how to 
“save packaging and shipping costs 
with Acme Steel Ideas” — well or- 
ganized and well written — scored 
85 and 60 cost ratios, well under the 
average. 

Technical men like technical il- 
lustrations and technical data. Sun 
Oil has an insert, on the front of 
which a color illustration of oil 
evaporation tests demonstrates the 
difference in the amount of carbon 
left by a competitive and by a new 
Solnus Oil. Headline is news: “New 
Solnus Oils Help Keep Compressors 
Carbon-Free.”. Introductory copy 
suggests the importance of the 
message: 


f air compressors 
The best way to avoid 
ise the compressor 


carbon-torming 


On the back of the insert is a 
graph, in several colors, which helps 
to show how the new Solnus Oils 
“easily meet the service require- 
ments of at least 80% of all oil 
lubrication jobs” — and they sell 
“for a squirt-can price.” 

Reads like important news to us, 
but this insert — in the face of the 
big advantage which inserts nor- 
mally enjoy in Starch scoring — 
got only 4% of the respondents to 
read half the copy on front, and no 
persons reported reading half the 
copy on back. 

You’ve read about “visual mag- 
netism” in these pages. The Angier 
ad has it. (See p. 179.) It has a good 
headline, too: “Seals Cartons 
Stronger in 1/3 the Time”. The 


copy: 


tips triples the 

oom if you 

cause reinforced 

J your cartons can 

1s test alter test prove. 
reinforcing yarns’ are 


just as 


It made out just somewhat better 
than average. 

“V-Belt Drive 
15% Production 
a user-benefit promise in that 
Worthington headline. But the 
readers weren't interested: 54 and 
81 cost ratios, under average. 


Home 
There’s 


Hammers 
Increase.” 


Cliches and gimmicks . . Louis 
Allis’ ad is another that’s full of 
generalizations and broad claims; 
the “specific” part of the copy is run 
on top of solid red. The headline is 
a cliche: “Get the Right Answer 
from Louis Allis.” The layout is full 
of gimmicks: the left hand edge 
runs through a man’s head . . . he’s 
pointing at the copy .. . parts of the 
display text are hand-lettered .. . 
the text is set with a ragged edge 

each caption starts off with a 
check-mark. Don’t do any of these 
things, say the experts. Result: 
scores just around average. 

“Jenkins Practical Piping Lay- 
outs” have been running for years, 
and are considered one of industrial 
advertising’s outstanding campaigns. 
But not by any evidence from this 
Starch Report. “How to Plan Pip- 
ing Connections for a Gravity-Feed 
Multiple-Story Brewery” (see p. 
179) scored well under average. 

Wouldn’t you think Factory read- 
ers, so many of them in metal- 
working, would want to read about 

Continued on page 185 





save packaging 


and shipping costs with these 
i Acme Steel ideas 


these are bu 


handling less maternal 











Acme Steel . 
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. well organized and well written 


Louis Allis . 


AQ 
‘adjustable 


speed line 





TRE LOuUrs ALLIS CO. 
‘ ’ 


mikwaweee r, weeeomnrm 


. makes broad claims 











IF ITS YOUR JOB 
10 SELL METALS 
consider this: 


430,000 tonnage buyers 
fthis newspaper DAILY. 


ican Metal Market 
more advertising 
other trade publi- 
ts field and its ad- 
ay, year after year! 


Just a few of the many companies that 
have advertised continuously in this 
daily newspaper for 20 years or more: 


Allegheny-Ludlum 37 years 
Anaconda Copper 40 years 
Armco Steel 4S years 
Bethlehem Steel 35 years 
Federated Metals 26 years 
Inland Steel 25 years 
International Nickel 34 years 
Revere Copper 25 years 
St. Joseph Lead 40 years 
U. S. Steel 52 years 
Youngstown Sheet & Tube 44 years 


The business of these companies is to sell 
metal economically. If your company — or 
your client — sells ferrous or non-ferrous 
metals, metal products or metal-working 
equipment and is not among our advertisers, 
the reason may be that you have not yet seen 
the complete and most recent facts and fig- 
ures regarding our ABC-audited circulation 
and advertising rates. Our data file, based on 
NIAA recommended outline, is yours for the 
asking. 


American MetaL Marker 


18 Cliff Street, New York 38, New York 
(i) Since 1899 The Daily Newspaper of @ 


the Steel and Metal Industries 


May 1956 / 183 





I OP Manufacturing Men read 


SAE Joumal 


. « . one of them is Ralph Archer. . . 


. « « Vice-president, manufacturing, International Harvester Co. 


As general manager, and later as vice-presi- 
dent, Archer had earlier been executive head of 
two of his company’s largest manufacturing 
units-—the three-plant farm tractor division, and 
the nine-plant farm implement division. 


Now, he gives executive supervision to manu- 
facturing operations company-wide, furnishing 
production policy for six operating divisions and 
their 2] manufacturing plants. As top production 
man at the policy-making level, he also governs his 
company's manufacturing research and industrial 
engineering and construction units. 


This billion-dollar-a-year enterprise is a far cry 
from the seven reapers Cyrus Hall McCormick 
sold in 1842, 11 years after their invention. And 
through all the years International Harvester was 
becoming a world-wide organization, it has main- 
tained the original McCormick objective of antic- 
ipating and meeting the needs of farmer and na- 
tion—with equipment built to highest quality 
manufacturing standards. 


This kind of program takes up-to-date facts and 
ideas. SAE Journal does its part by bringing both 
to top manufacturing men like Archer in every 
automotive area. 


In automobile and truck companies, in plants 
that make airplanes, aircraft powerplants, diesel 
engines, road machinery, farm machinery, parts, 
and accessories — everywhere that top manufac- 
turing men are getting ideas and making deci- 
sions, SAE Journal readers are likely to be a major- 
ity of those who lead the field. 

Ralph Archer 


PUBLISHED BY THE SOCIETY OF AUTOMOTIVE ENGIN ERS, INC., 29 WEST 39TH ST., NEW YORK 18, N. Y. 
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COPY CHASERS.. 


continued from p. 182 


“The Lightest, Most Powerful 
Grinder in its Class, on the Market 
Today” — a Cleco grinder that can 
be described (in display type) by 
such terms (supported by facts and 
figures) as Greater Power 
Lighter Maximum Cherator 
See-Abilitu ... Easier, Safer Op- 
. . More Comfortable Op- 
More Versatile 
Longer Lasting . . . More Depend- 
able? It’s a big spread, with a 
smashing layout, big photo of the 
product, sketches of optional equip- 
ment, and also excellent typography. 


eration . 
eration 


But its cost ratio scores are only 
54 for noted, 56 for read most. 

More people, according to Starch, 
read a 2/3 page ad by the Korfund 
Co. which carries three illustra- 
tions and copy so tiny that there’s 
room for nearly 300 words — all set 
in sans serif. 

Factory readers apparently aren’t 
“How to 


Judge a Fluorescent Lamp” even 


interested in learning 
though Westinghouse provides use- 
ful information in a very gracious 
54 and 67 — but they 
don’t mind at all stopping at a Ben- 
jamin Electric ad with a layout (131 
noted) that demands extreme effort 


layout 


on the reader’s part and copy (107 
read most) that ditto: 








roe 
CONVETING 


sper , 
secre | * 


/y as counveammrent 
q syrrorT 





NEW, INCREASED LIGHT OUTPUT FOR 
13 WESTINGHOUSE MERCURY LAMPS 


v~~eae-~ Westinghouse 








Now what busy Factory reader 








Whatever the LIGHTING PROBLEM in front of you... 
thousands of BAMJAMIN Quality Lighting Systems 
r assure you of a 


Superior Solution 


= BENZ7ARUN 


LIGHTING EQUIPMENT 





ask about TAILORED 


e a fluorescent ~~ point no 


GLASS 





vou caw se SURE... rs Westinghouse 





Benjamin and Westinghouse .. the reader doesn’t mind the effort 


has the time and patience for that 
sort of thing? 


Wrong again . . Finally, com- 
pare the Westinghouse Mercury 
Lamp ad with the Diamond Chain 
ad. On the basis of the criteria set 
up at the start of this article, which 
one should get the better score? 


You’re wrong: 


Westinghouse 
Diamond 


Take Machinery for November 

No. 1 in every respect is a Timken 
Roller Bearing ad on the front cover 
with the highest cost ratio figure we 
have ever seen: 1171, translated 
from a Read Most of 43%. It’s main- 
ly illustration: a man in a shop coat 
surrounded by hundreds of roller 
bearings. (Seen: 80%). The only 
copy is “America’s best-known 
bearing is No. 1 for Value.” (That’s 
brag and boast, Mr. Gallup.) 

No. 2 for Noted (388 Cost Ratio) 
is a Cincinnati Grinding Wheel page 
ad featuring a huge illustration of 
a lugubrious monkey. Headline (in 
pink) is M-i-g-h-t-y 
Low?” The monkey occupies the 


“Feeling 


lower two-thirds of the page, head- 
line runs across the top. Text is set 
ragged both sides, with the whole 
block slanting downward to the left. 
Copy starts: “If grinding 
problems have you down in the 


wheel 
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dumps, don’t monkey around.” It’s 
somewhat comforting to those of us 
who deplore such copy to observe 
that reading of this ad fell off to 2% 
from the 31% Noted, giving a Read 
Most cost ratio of 83. 

So far, not much makes sense. 

Factory’s January Starch Report 
just came in, so let’s see if we agree 
with the returns. 
*We certainly agree that the ad 
ranking first for observation and 
second for reading deserves its 
scores. Subject is lift trucks — 
Baker-Raulang’s — which is a nor- 
mally high-interest subject to read- 
ers of Factory. Layout is conven- 
tional. Illustration isn’t exceptional 
for a lift truck — often the perspec- 
tive is violent and height is empha- 
sized, but that’s not the case here. 
Headline has both wallop and hook: 
“Why, in one year, 73 companies 
paid 28% more for this Baker Gas 
Truck.” (Notice that why — the 
headline wouldn’t be half so good 
without it.) 


O.K. as inserted . . Copy tells 
about “a revolutionary new concept 
in automatic transmissions” and ex- 
plains why, despite an initial cost 
28% higher than conventional fork 
trucks, this truck is worth it. 

We like this ad — and the De- 
cember B-R ad that scored poorly 

- so well that we want to give 
public credit to copywriter CARL A. 
wacGNne_r, G. M. Basford Co., Cleve- 
land. 

Third for “Seen”, first for “Read 
Most” is a two-color Minnesota 
Mining & Manufacturing Co. Scotch 
Tape ad. (See p. 179.) Layout is not 
at all conventional, but it puts the 
focus on red lines representing a 
floor-marking application of pres- 
sure-sensitive plastic tape — “Colors 
that roll on dry.” Body copy states 
advantages, and the strip of pictures 
at the bottom illustrates “Look what 
you can do with it.” Good ad. 

Ranking second for observation, 
third for reading, is another fork 
truck ad — by Elwell-Parker. Photo 
(of Coca-Cola cases being lifted in- 





The Baker Gas-O-Matic introduces a revolu- 
tionary new concept in automatic transmissions 
for gas-powered fork lift trucks. Instead of a 
torque converter, it employs a variable voltage 
generator—integral with the gasoline engine— 
and an electric motor. 


The initial cost of this truck is about 28% 
higher than conventional clutch-type gas fork 
trucks. But operating and maintenance 
costs are extremely low—in line with the higher 
priced battery-powered electrics. Moreover, 
frame, uprights, steering assembly, drive axle 
etc.—in fact 90% of Gas-O-Matic’s components 
~—are standard Baker electric truck parts which 
always last 10 years or more, 


Why, in one year, 73 companies paid 
28% more tor this Baker Gas Truck 


THE BAKER-RAULANG COMPANY 
1218 WEST 80th STREET « 


Gas-O-Matic users have proven that 
1. Fuel savings, originally estimated by our engi 
neers as 40%, are actually in excess of 50% over 


ordinary gas trucks. 


2. Depreciation costs are less because truck can be 


lutch or trans 
30% fewer mov 
ing t lectrical system 
engine operates at controlled optimum RPM 
These Gas-O-Matic customers recognize the 
“lower-first-cost” fallacy—many of them haye 
re-ordered for the second and third time — 
based on their experience with these trucks. 
Write tor complete information about shis 
unusual fork lift truck 


CLEVELAND 2,0H10 








A subsidiery of Otis Elevotor Compony 








Baker-Raulang . . deserves its high rating 
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to a truck) is at the bottom of the 
ad (where it shouldn’t be): headline, 
upper left, declares “Complete line 
for low-cost handling”; body copy 
indicates the range of capacities, 
drives, heights, etc. Not as good as 
the scores say it is. 

Tied for third “Noted” is another 
fork truck ad, this one about Tow- 
motor. Picture occupies top two- 
thirds of the page and shows 17 feet, 
7,000 pound rolls of liner board be- 
ing stacked. Headline is a little 
tricky: “Towmotor makes new plant 
really modern’; perhaps that’s the 
reason the reading fell way off. 

So far, all top-scoring ads except 
one we've liked, and when we reach 
6th, 7th, 8th, we like those, too. 

Lowest-scoring ad for both being 
seen and being read is a two-thirds 
plus color by Turco Products. It’s a 
horrible layout, all shapes and an- 
gles, and the text runs reverse on 
black. 

Next poorest-scoring is a page ad 
with color and bleed on Crawford 
Doors — it’s a horizontal ad tipped 
to be read sidewise. 

Other lowest-scoring ads include 
one by Owens-Illinois in which the 
headline, “Now .. . Use Kaylo — 
20 to 1800°F,” is cut out of the ma- 
terial itself one by National 
Electric Products which uses a pic- 
ture of a love-lorn boy and girl to 
illustrate “Like Sound Coupling?” 

. another, by Lyon Metal Prod- 
ucts, tipped on its side .. . a color 
ad by Roots-Connersville, which 
requires the copy to be read through 
circles of yellow which possibly 
represent coins, or perhaps clouds 
of fumes . . . an ad by Wirebound 
Box Manufacturers Association 
which is almost entirely text, and 
most of the text is in capital letters 
running over solid red .. . an ad 
on Gould Batteries which tells not 
about the battery but about an X- 
Ray Diffraction Unit used in battery 
research ... and a two-thirds and 
color by Resolite Corp. which is 
constructed like a pousse-cafe. 

We'd give ’em all a low mark, too. 

So there you are. We disagree. 
We agree. 

Are you confused? 

We are. 











Write for this free booklet 


ooo IT ANALYZES INFORMATION NEEDS OF AVIATION’S TECHNICAL MANAGEMENT 


Specialized job functions in aviation have information from specialized aviation 
specialized information needs. Executives magazines...and from the advertisements 
in sales and finance need to know about in them. 

market trends, contracts, industry expan- This 16-page folder discusses the differ- 
sion, etc. In engineering, the need is for ences between business management and 
technical information about new mate- technical management in aviation... and 
rials, product applications, design, etc. analyzes the information needs of both 
Both groups get their specialized business groups. Mail the coupon for your free copy. 
Also available: 


The Aviation Market ...to help you evaluate aviation business magazine coverage of man- 
ufacturing, air transport and military aviation markets. Tells you how many readers — by 
number and job function —in various segments of the market are reached by these mag- 
azines . . . with graphs and audited circulation figures. Here’s basic information every 
aviation marketer should have. Free. 

Starch-Rated Aviation Advertisements ... to help you improve the effectiveness of your 
aviation advertising. This valuable book breaks down Starch readership studies of AVIA- 
TION AGE...some 800 ads...into 17 product or service groups. Each section reproduces 
high-scoring advertisements with ratings and number of inquiries. Supplied at cost... $2.00 
per copy. (One copy free to AVIATION AGE advertisers.) 

Market Intelligence Newsletter...to help you keep abreast of aviation marketing develop- 


ments. Issued twice monthly, it'is available free to aviation sales and marketing executives. 
Ask to have your name added to special mailing list. 
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PUBLIC WORKS... like these: Present needs, 
$115 billion. Highways, streets and airports for 
delivery of goods, travel for business or pleasure; 
water supply for fire protection, household use and 
industrial processes; sewage, waste and refuse col- 
lection and disposal to safeguard health; power for 


home appliances and factories. 


WHO BUYS. Providing all these facilities as 
well as allowing for other utilities is the res ponsi- 
bility of the engineering and technical administra- 
tive officials of the cities, counties and states plus 
their consultants and larger contractors. Readers of 
PUBLIC WORKS Publications, they specify, rec- 
ommend and direct the purchases of equipment, 


materials and services used in this basic industry. 


PUBLIC | 


200 SOUTH BROAD STREET 


What does 
it take? 


PUBLIC WORKS PUBLICATIONS. 
PUBLIC WORKS Magazine, each month, delivers 
the full-dimension editorial content demanded by 
this closely integrated field. The annual STREET and 
HIGHWAY MANUAL and Catalog File, The SEW- 
ERAGE MANUAL and Catalog File, The WATER 
WORKS MANUAL and Catalog File, spell out the 
requirements for each step in planning, completing 
and insuring the availability of these basic elements 


for modern living and its industry. 


LOOK AT THE EVIDENCE. See how you 
can take advantage of proven readership among 
buyers of your products in this expanding market. 
Be sure to have your sales literature in the right 
place at the right time. Add to your sales power. 
Write for a demonstration. 


RIDGEWOOD, N. J. 





WORKS 


Publications 


SAN FRANCISCO 


ADVERTISING OFFICES ALSO 


IN — CHICAGO — CLEVELAND 


LOS ANGELES = KANSAS CITY 





LETTERS 


to the editor 





Publisher is ‘shocked’ 
by Marsteller comment 
on fringe publications 


= It is with the keenest interest 
that I have read in your March issue 
the discussion of the new system 
devised by Marsteller, Rickard, 
Gebhardt & Reed for the evaluation 
of editorial content of business pub- 
lications to supplement circulation 
data in determining the placement 
of industrial advertising. 

At long last it looks as if editorial 
quality has a chance of being rec- 
ognized as an important factor in 
space buying — after being given 
only a token consideration in the 
past. William A. Marsteller, presi- 
dent of MRG&R, certainly deserves 
some sort of an award from the 
NIAA for his pioneering work in 
this field, and it is to be hoped that 
these studies will be carried out 
to their logical conclusion not only 
by his own agency but also as a 
result of widespread adoption by 
other leading advertising specialists 
having the resources facilitating 
such expenditures. 

His representative check list, the 
audit questions asked, the six- 
month and twelve-month compari- 
sons of competitive media, and the 
graphical analysis seem to be pretty 
comprehensive, although I have no 
doubt that Mr. Marsteller is con- 
stantly working on their improve- 
ment as a result of the experience 
gained as he goes along. 

At the same time, one cannot 
help but be shocked by one of the 
conclusions which his organization 
has reached — which seems to in- 
dicate a negative rather than a posi- 
tive and objective approach. Ob- 
serving that the big leaders in ad- 
vertising-carried usually are well 
edited, you quote him as saying: 

“T think we have proved, at least 
to ourselves, that after these leaders, 
the large number of business papers 
existing on the fringe, fail on edi- 
torial more than they do on circu- 
lation and that the greatest hope for 
exposing their failure as an advertis- 


ing carrier lies in exposing their 
inadequate editorial service.” 

I do hope I am not doing Mr. 
Marsteller an injustice by terming 
this conclusion as shocking — but 
it seems to me that the positive and 
constructive approach is not to seek 
the destruction (as apparently im- 
plied) of the large number of in- 
dustrial journals hovering on the 
fringe of financial success but rather 
to put this system of editorial evalu- 
ation to the best possible benefit of 
his clients by endeavoring to dis- 
cover really worth while media 
among this so-called “fringe” group, 
which may have exceptionally fine 
editorial and readership quality yet 
for various reasons, which may vary 
from case to case, have an exces- 
sively low advertising volume. 

In other words, why _ should 
agencies’ spurn publications with 
good circulation, good or even ex- 
cellent editorial, and consequent fine 
reader-interest characteristics just 
because none of the competitors of 
their clients happen to be using that 
medium and because it may have 
relatively few advertisers at all? 

Is it not logical that the editorial 
evaluation system also should go 
into the matter of the degree of 
prestige a publication enjoys in the 
industry which it serves? 

After all, the finest possible edi- 
torial quality and reader-interest are 
no substitute for salesmanship, and 
continuous and concentrated sales 
effort. Therefore, a publication hav- 
ing only a fair editorial quality and 
a considerable advertising sales and 
sales promotion staff may well carry 
far more advertising than a rival 
periodical which has a greatly su- 
perior editorial quality but little or 
no sales staff to properly present its 
merits before advertising prospects 
and their agencies. 

B. ORCHARD LISLE 

Publisher, The Oil Forum, 

Fort Worth, Tex. 

[Mr. Marsteller’s to Mr. 
Lisle’s comments appears in the 
letter on the following page—Ed. | 

Continued on page 190 
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Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 
25 West 45th Street, New York 36, N. Y. 
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PUBLICATION ENGINEERS to gather infor- 
mation directly from research and design per- 


prepare comprehensive engineering 


TECHNICAL WRITERS to prepare operatior 
intenance manuals. Also, electrical and 


engineering project report writing 


R. White, Room 4805 
nal Business Machines Corporatior 
590 Madison Avenue 


New York 22 





If you wish to reach the 


coal trade use 


CHICAGO 
Manhattan Bidg. 


NEW YORK 
Whitehall Bidg. 


for over 70 years the leading 
joernal of the coal industry 





a) different 


because it is a 
specialized 
magazine serving 
the specialized 
needs of a big 
specialized field .. 
send for market 


a story, sample copy 


HAYWOOD PUBLISHING CO. 


= 


22 E. HURON ST. 
CHICAGO 11, ILL. 


Case Histories 


on products in use 


Photographic and reporting 
assignments covered throughout 
North and South America 
MArket 2-3966 for advertising, editorial or 
or write research purposes 


SICKLES Fale-Keap ng. SERVICE 


38 PARK PLACE ¢ 2, NEW JERSEY 


phone 











DIRECTOR OF TECHNICAL PUBLICITY 
WANTED 


Growing industrial agency wants engi- 
neer with technical editorial experience. 
Will heed up new editorial service de- 
partment, work with clients’ technical 
personnel and with editors to develop 
articles for publication, also some field 
trips. Future is what you make it, Ex- 
ceilent opportunity to get in on ground 
floor. 
W. L. TOWNE ADVERTISING 


10 East 40th Street, New York 16, N. Y. 











When Chain Saw Peo- 
ple Seek Chain Saw In- 
formation They turn to 


Chain Saw Age. 
Portland 66, Oregon 





Founded 1952 
by Jim Conroy 
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continued from p. 189 


Says fringe papers are those 
that haven’t carved a place 


a Mr. Lisle is, 
that among the so-called “fringe” 


of course, correct 


publications there are some with 
high standards of editorial excel- 
lence. When we refer to fringe pub- 
lications we are thinking in terms 
of those publications which are 
existing on a shoe string and most 
particularly those publications that 
have been in business for a good 
many years and have been unable 
to carve out an established place 
for themselves. As we have pointed 
out, through a variety of devices it 
is possible to build circulation for 
almost any business publication. It 
is not quite so easy to build a loyal 
readership. 

Generalities are dangerous in any 
field and especially are they in the 
field of editorial 
position of business publications. 
With that word of caution it still 
seems to us, after our rather ex- 
tensive study, that by far the ma- 
jority of the business publications 
which established editorial 
leadership have at the same time 
built advertising 
high degree. 

Nevertheless, in our analysis of 
publications we have not excluded 
books with low advertising sales 
content. As a matter of fact we are 


evaluating the 


have 


leadership to a 


continuing some studies to try to 
determine whether there is any de- 
pendable correlation between ad- 
vertising volume and editorial lead- 
ership. On the surface there seems 
to be. Whether or not the correla- 
tion is consistent enough to be use- 
ful remains to be seen. 

You raise the point that we 
should also evaluate a publication’s 
prestige. As a matter of fact, in our 
several presentations of this proj- 
ect, we have pointed out in some 
detail the number of different meas- 
ures we have attempted to rate the 
prestige of a publication. Unfortu- 
nately, these have not been entirely 
satisfactory and we have pointed out 
the loopholes in almost any method 
we've tried. A page identification 
test which we have used appears 
to be dependable and effective but it 
is far too costly for regular use in 


the business publication field. 

These thoughts may or may not 
clarify some of the points you have 
raised. The whole field, as you well 
recognize, is a complicated one. The 
work we have done was largely for 
our own use and we have indeed 
been surprised at the interest it has 
aroused, We make no claims for the 
finality of our findings and welcome 
any and all suggestions for improve- 
ment and refinement. 

WILLIAM A, MARSTELLER 
President, Marsteller, Rickard, 
Gebhardt & Reed, Chicago 


Calls content and format 
of March IM ‘best yet’ 


= Congratulations to the entire 
staff on the March issue of INDUsS- 
TRIAL MARKETING. 

In my opinion, it is the best look- 
ing issue you have ever produced, 
and the content is certainly inter- 
esting and well written. The series 
of articles by Wes Rosberg begin- 
ning in this issue will provide a 
constructive contribution to indus- 
trial advertising in the proper eval- 
uation of readership studies. 

While INDUSTRIAL MARKETING has 
zlways been a basic publication for 
us, this continued improvement in 
editorial content, format and layout 
makes it a more valuable publi- 
cation. 

I'll bet you get a lot of compli- 
ments on this issue. 

ARTHUR L, RICE 

Treasurer, Technical Publishing 

Co., Chicago 


Changes jobs; still reads IM 


® Asa past sales manager of an in- 
dustrial concern, I found your 
publication, INDUSTRIAL MARKETING, 
a most valuable assistant as to its 
content. 

In my new position with the 
Providence Chamber of 
Commerce, I find that such reading 
material as your publication pro- 
vides will be most useful to me and 
in turn to the industries I will serve 
even though my type of work has 
changed in many aspects. 


Greater 


WILLIAM E, HARPER 
Industrial Consultant, The 
Greater Providence Chamber 
of Commerce, Providence, R.I. 8 
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What's Ahead for Agencies? 


Some advertising agencies have been disturbed by 
the possibility of changes in agency-client-media re- 
lationships which might be brought about by the recent 
settlement of the anti-trust suit filed by the Depart- 
ment of Justice against the American Association of 
Advertising Agencies. 

They have been inclined to wonder if the consent 
decree signed by the 4 A’s and the probability of a 
similar settlement of the litigation by at least some 
media groups will encourage the establishment of house 
agencies, the payment of net rates to advertisers and 
a general breaking down of the established system. 

The fact is that since nothing which has been done 
in this case affects relationships between individual 
agencies and their clients, and between individual 
media and the advertisers and agencies with which 
they deal, there is every likelihood that the business 
will continue just as before. 

It is true that there is no longer any ethical barrier 
to selling agency service for less than the established 
15°; but, on the other hand, some advertisers have 
always been able to buy agency service for less. House 
agencies, likewise, are nothing new; and since adver- 
tisers have generally found that they get better service 
through independent agencies, there is nothing in the 
situation which will make house agencies either more 
or less desirable than in the recent past. 

Some industrial advertisers who have opposed the 
agency commission system feel that since they handle 
the preparation of their own copy, they should be en- 
titled to net rates. However, it should be remembered 
that the industrial publication field was the last to 
adopt the agency commission system, since for many 
years direct placement of industrial advertising was 
the rule. It was only when the great majority of in- 
dustrial advertisers decided they wanted and could 
profitably use agency service that the leading industrial 
publishers set up their rates on the basis of agency 
discounts. 

One good result which may follow the change in the 
agency situation might well be a review of agency costs. 
Since the principal compensation of agencies has come 
from the 15% commission paid by media, this has tended 
to freeze agency compensation. Now that agency com- 
pensation is a matter of direct individual negotiation 
between the agency and its clients, there is no reason 
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why more than 15% should not be paid if the service 
requires it. 

In view of the greater cost of preparing specialized 
copy for a wide variety of products and market appli- 
cations, and in view of the greater number of marketing 
services required to make advertising most effective, 
agencies handling industrial accounts often require 
more than the commissions available from publication 
advertising. 

Sometimes additional fees are paid for supplementary 
services, but in many cases the client expects the 
agency to be fully compensated by commissions from 
media. The new situation should cause both advertisers 
and agencies to review costs in the light of today’s 
increased requirements, and to make sure that the 
agency is adequately compensated for its efforts. 

Media generally approve of the present system of 
allowing agencies commissions on space. They are not 
likely to change what has been a satisfactory method 
of carrying on the business, especially in view of the 
great expansion of industrial advertising volume in 
recent years. 

With the broader scope of agency service and the 
many contributions which qualified agencies have been 
able to make to the marketing operations of their 
clients, they have established their position so firmly 
that we doubt that litigation affecting the practices of 
associations will have any perceptible effect on the 
business as now carried on. 


Buf) 


D. Crain Jr. 
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distributor salesmen “sold” on selling your line. Use these tools to inform 
vour distributor salesmen about your company and its products, to remind 
them about the sales features of your products, to fire them with enthusiasm 
for selling your products. Used consistently and correctly, these tools 
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MILL & FACTORY’S CIRCULATION METHOD IN ACTION— 
INDUSTRIAL SALESMAN CALLS ON MAN WITH 
SPECIFYING AND BUYING AUTHORITY 











You can be sure Mill & Factory reaches 


your best customers and prospects 
throughout industry... 


because... MILL & FACTORY builds 
and maintains its circulation the 
same way you build your customer 
and prospect lists! Through indus- 
trial salesmen! 


Ask any industrial salesman about 
titles. He'll tell you that the men 
with specifying and buying authority 
have different titles in virtually every 
plant. The industrial salesman knows 
who they are through personal con- 
tact, repeated sales calls. And he’s 
the only man who does! 


That’s why MILL & FACTORY 
utilizes the unique Franchise-Paid 
circulation method. 1,645 full-time 
industrial sales engineers make over 
2,000,000" sales calls a year on the 
important plants in every trading 
area of the U.S. These salesmen per- 
sonally select, as readers of MILL & 
FACTORY, their most important sales 
contacts. 


MILL & FACTORY is the only in- 
dustrial publication specifically de- 


signed to do industrial advertising’s 


*Based on the conservative estimate of 5 calls per day per salesman. 


first and most important job —to 
back up your salesmen by reaching 
the same men they must see to sell 
your products! 


Mills Factory 


205 East 42nd Street 
New York 17, N. Y. @ 


a Comerver~Mast 


8 OPA 


MILL & FACTORY REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL! 





